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Acknowledged leaders in practi- 
cally every major and basic indus- 
try use Nicholson Files for pro- 
duction and maintenance work. 


Add to these the thousands of 
workmen and home tool users 
who buy Nicholson Files for per- 
sonal use. It will give you an idea 
of the market for Nicholson Files. 


NICHOLSON FILE COMPANY 
Providence, R.1!., U.S.A. 


MOL s, 
Sey 
U.S.A. 
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Efficiency 


point cotters 
are a Lamson 
product .. . 


“The cotter with a point” has 
long been specified by customers 
of ours whose own customers de- 
manded a cotter of known high 
quality plus a special advantage 
—the efficiency point. 

Lamson cotters are known all 
over the world for uniformity. 
Quality of material used in them 
has always been the best for the 
purpose ... and it always will 
be. Lamson & Sessions carefully 
maintain a standard of excel- 
lence in cotter manufacture 
which assures the purchaser of a 
small round box of 100 assorted 
cotters for household use getting 
precisely the same high quality 
expected by the buyer of millions. 

Lamson cotters are made in 
a complete size range from 
1/32” x 1/2” to#/a” x 28” inclusive. 





, Stocked for immediate ship- 
ment in standard packages. 
c % Buy through your Distributor 


& SESSIONS CO. 


CLEVELAND, OHIO \ VAN 





Plants at Cleveland and Kent. Ohio: Chicago and Birmingham 
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This Plan Sells PRUNING SHEARS 
with 
WINDOW and 


COUNTER 
DISPLAYS 


that tell the sales story in the 
most effective manner. 





Now ready for you—ready to 
bring in the customers long be- 
fore Spring arrives. ‘““Pexto” now 
gives you in this display your 
choice of assortments. Each pair 
of shears attractively boxed in 
individual carton. All the popu- 
PRUNING SHEARS lar sizes to sell at popular prices 
FOR BERTER FAG iT: consistent with “Pexto” quality. 








Today—write or wire your Job- 
ber for your Spring require- 
ments. Get your stock in early 
and on display—add these Shear 
sales profits to your early season volume. There’s a good margin of mark-up for 
you in “Pexto” Pruning Shears. 


Each Assortment packed complete with Display Card and one dozen “Pexto” 
Pruning Shears in two display cartons, each holding one-half dozen shears. 

















Assortments are furnished as follows: 


No. 1F—Forged Shears No. 1M—Malleable Shears 


4 Pruning Shears No. 505—9-inch 4 Pruning Shears No. 50—9-inch 
3 Pruning Shears No. 605—9-inch 3 Pruning Shears No. 60—9-inch 
3 Pruning Shears No. R605—9-inch 3 Pruning Shears No. R50—9-inch 
2 Pruning Shears No. R80—9-inch 2 Pruning Shears No. R70—9-inch 


These are all popular Shears and make a practical 
assortment. 

Each assortment of two displays packed in corrugated 
carton; approximate weight 16 pounds. 

On every carton is printed “Pruning Suggestions.” 

On the end of each box is marked the number and size. 
Quality merchandise packed in a quality manner that 
you and your customers appreciate. 



















THE PECK, STOW & WILCOX COMPANY, Southington, Connecticut 
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' Cyclone “Red Tag” Wire Screen Cloth is taking 
the hardware trade by storm. Demand is increasing 
constantly—requiring constant expansion of our manu- 
facturing facilities. It’s because we’re putting good, old 
reliable Cyclone quality into Wire Screen Cloth—and it is 
revolutionizing the screen cloth business. 100 ft. rolls. Gal- 
vanized, painted black, bronze or copper. Order any quantity 











They look for the from your jobber. If he can’t supply you, write us. 
"Red Tag”— 
the mark of quality. = Cyclone Catch-All Basket. Cyclone “45” Chain Link. 


Cyclone “Red Tag” Lawn 
Fence. The NEW style lawn 
fence that your custom- 
ers are waiting for. 


The ideal rubbish burner. 
An all-year seller. 


Known to home owners 
everywhere for many years. 





























CYCLONE FENCE COMPANY, General Offices, Waukegan, III. 
Branch Offices in All Principal Cities 





©C.F.Co., 1931 Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 

SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
AMERICAN Bripce CoMPANY PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES Ou. WELL SuppLy CoMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CotumBia STEEL COMPANY Itiinots Stee, COMPANY Tae Lorain STEEL COMPANY 
AMERICAN STEEL AND WirE COMPANY CycLone Fence CoMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co. 
Carnecis Stee. COMPANY Feperat Suips'Lpc. & Dry Dock Company NATIONAL TuBE COMPANY UntversaL ATLAs CEMENT COMPANY 


Pacific Coast Distributors—Columbia Steei Company, Russ Bidg., San Francisco, Calif. Export Distributors—United States Stee! Products Company, 30 Church St., New York, N. z. 
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From the red to the black 
in seven short months ! ! 





R. J, Soukup gives the credit to modernization 
with Lupton Metal Store Equipment 


IN NOVEMBER, 1929, R. J. Soukup 
opened a branch store in Hins- 
dale, Illinois. A bad time, as you'll 
admit. There were already two 
other hardware stores in Hinsdale. 
The trade called this new store 
“Soukup’s Folly.” 

Seven months later—July, 1930. 
Only two of the three stores left. 
What about “Soukup’s Folly?” It’s 
in the black—making money— 
and still going strong! 

Magic? No— modernization — 
modernization from office to show 
windows. Aided by the Illinois R. 
H. A., Mr. Soukup put in the busi- 
ness and stock control recom- 
mended by the N. R. H. A.—and 
Lupton Metal Store Equipment, 
the open display fixtures built to 
N. R. H. A. specifications. Lupton 
equipment displays 80% of his 
items, instead of 20%—increases 
customer circulation—boosts self- 


service — speeds up turnover. 


Expert store planning service 
—Free! 


New equipment alone can’t do all 
this. It takes store planning and 
merchandising service, too. Lup- 
ton gives it—better service and 
more of it than any other manu- 
facturer. And Lupton gives it free! 
A Lupton store engineer helps you 
plan your entire store. Tells you 
where to put each item — and 
how much to stock. Helps you dis- 


LUPTON 


Metal 
Store Equipment 


Built to N. R. H. A. Specifications 


play and panel your entire stock. 

When he’s through, you’ve got a 
lower inventory — and a higher 
turnover. And you’ve got one of 
the best looking stores in town. 
For Lupton equipment is modern 
—beautifully designed— finished 
in warm, appealing colors that 
make your store cheerful and 
inviting. Lupton equipment is 
clean—and easy to keep clean. It 
lasts a lifetime—and is far cheaper 
in the long run than any other 
equipment. 

If you want to make more money 
this year, get the facts about Lup- 
ton Metal Store Equipment and 
Lupton service. Visit the Lupton 
exhibit at your State Association 
Show. Or, if you don’t want to 
wait that long, drop a postcard to 
David Lupton’s Sons, Philadel- 
phia, and a Lupton store engineer 
will call at any time you say. 
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ERMEPORTANCE 


of brying quality in 


RIVETS 








F you want rivets that you can depend ou to drive easily 
and clinch smoothly, ask for our Tubular and Split Rivets. 
They are made of the finest materials, skilfully fabricated to give satistac- 
tory service .... mecessary characteristics that you cannot count on when 





you buy on price alone. 


TUBULAR RIVET 
& STUD CONMAP ANY | 
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LINE WIRES 


INTERLOCKEO 
NON-SLIP JOINT 


DOUBLE CABLE SELVAGE 


TIE IN with the DEMAND 
for this MODERN NETTING 


; as a dealer, can boost sales and profits 
by tying in with the demand already created 
for U.S. Poultry Fence. 


Here, for the first time, is a netting buyers 
know and ask for by name »» They have learn- 
ed of it through national advertising »» They 
buy it when they see it because of its super- 
ior, modern, straight-line construction »* They 
use it ever after because it costs no more.... 
saves time and labor... . and gives longer ser- 
vice, better satisfaction. 





Each year more and more dealers stock and 
sell U.S. Poultry Fence exclusively »» It en- 
ables them to reduce their inventory....speed 
up turnover.... increases net profits »» It dis- 
courages price competition....attracts new 
trade....and builds permanent and profitable 
repeat business. 


This year--specify U.S. Poultry Fence, the 
only poultry netting nationally advertised. 
Ask your jobber or write to us for complete 
information and FREE miniature sample roll. 


U. S. Poultry Fence is sold only through 
the regular wholesale and retail trade. 


INDIANA STEEL & WIRE COMPANY 


Muncie, Indiana 


US. Poultry Fence 


“The Netting That Stands 


Makers also of 


IMPERIAL FENCE 


Farm, Poultry and Lawn Fence, Flower Border 
Trellis, Steel Posts, Gates 
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 eeaeatiaids Colonial igen in » Philedelahte, Carl A. Ziegler, 
A.1.A., architect; fully equipped with Sargent Hardware. 


HOMES LIKE THIS 


S H O UL D Be sarcent EquiPpPED 


OWNER, architect, builder—all working together—have produced a 
beautiful new home. It was natural that they selected hardware by 
Sargent for a building of this high type. Reflected in the appropriate 
beauty of this equipment is the architect’s good taste. Its fine quality 
and precision workmanship are symbols of the builder’s careful 
work. And its durability and pleasing smooth operation will give 
that permanent satisfaction that the owner insists on. 

Every building project in his community offers an opportunity 
for profit to the Sargent dealer. Sargent offers complete builders’ 
hardware of solid brass or bronze for every type of building —school, 
apartment, hotel, hospital, public building, as well as residences of 
every style and size. A complete stock of this fine hardware — as 
well as Sargent tools and smaller hardware items — will stamp you 
as a dealer in dependable, high quality merchandise. Sargent & 
Company, New Haven, Conn.; New York; Chicago. 


SARGENT 


LockK § A N D HAR DWAR 








Sargent offers many designs for every type 

of architecture — those illustrated ‘are espe- 

cially appropriate for Colonial residences of 
the type illustrated. 
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Creameries, Fic.’ 





Myers Shal- 
low Well 
Automatic 
Water Sys- 
tem. Capaci- 
ties up to 
One Thou- 
sand Gallons 





















ependable 


Water Service 
/or Centralized Schools, 
Rural Churches, Public & 
Private Institutions, 
Service Stations, Dairies, 

























Myers Deep Well Auto- 
matic Water System. 
Capacities up to One 
Thousand Gallons of 
Water Per Hour. 


Mid -Winter! 
Cold—stermy— 
wintry days. 
Disagreeable 
weather. And the 
drinking fountains 
and toilets are on 
the inside where 

they can be visited 
with ease and comfort 
by the children and 














[ Myers Self-Oiling 
Automatic Water 
System for Shallow 
Wells. Capacities 
250 and 340 Gallons 
Per Hour. 














7. Take Off Your-Hat=" 
O The ra 


PUMPS -WATER SYSTEMS “HAY TOOLS DOOR HANGERS 









teachers. 
Quite a change from 
the old days. Quite a 





change for the better, 
we'll all admit. And like 






the scholars and the teach- 
ers who have benefited, you 
too, as a dealer should be 
profiting by selling Myers 

Pumps and Water Systems to 

the agricultural, commercial, 
industrial and educational ac- 
tivities in your own locality 
where prospects for “running 

water at the turn of a faucet” 

are becoming more numerous 
every day. Where year through 
business is now a certainty and 
where profits are more than worth 
while. 

After all, it is profitable business 
you will be looking for during 1931. 
Why not give us the opportunity of 
telling you more about Myers Pumps 

and Water Systems and the sales pos- 
sibilities they offer? Now is the time to 
act. Get started today by writing us for 
complete information and catalog. Your 
inquiry will receive prompt attention. 
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Spring Buying Number 
of Hardware Age 
Published Feb. 5, 1931 








An established institution of the 
hardware trade— 


published at the inauguration of 
the Spring selling season— 


Editorially replete with ideas, sug- 
gestions and methods applicable 
to the opportunity. 


Offers manufacturers an excep- 
tional vehicle for the presentation 
of their sales story at a strategic 
time. 


ees eae 


SE EAD Res SA NICE EE ieee SS 


Retailers and jobbers retain the 
Spring Buying Number as their 
reference book for the profitable 
administration of their season’s 
business. 





Current advertising rates apply—Final forms close January 27. To enable us to 
cooperate with you satisfactorily, please mail your space reservation at once. 


HARDWARE AGE 


239 West 39th Street = j|$|$~7New York City 
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To the Hardware Dealer 


| 
alii 


DOORS MEAN EXTRA PROFITS WHEN THEY'RE 


ILCO-LATCHED 


The Ilco No. 213 Giant Square Bolt Rim Deadlock is a significant item and one 
that reflects all the features that distinguish the Ilco line. Designed and con- 
structed to meet the most rigid modern requirements, it recommends itself for 


superior security on any type of door. It has a large solid square bolt with a 


long throw and a larger 
than average case. 

@ The neat appear- 
ance and sturdy build 


of this unusual rim 


deadlock will interest the most careful purchaser. Its price will astonish him, and 
its performance will make him ask for other Ilco products. Write us for com- 
plete information on this and other Ilco merchandise. Learn how Ilco turns doors 


into profits. | > ° ° ° * 


THE INDEPENDENT LOCK COMPANY 
FITCHBURG, MASSACHUSETTS 


COMPLETE DOOR-CONTROL BY ILCO LATCHES, LOCKS, KEYS, AND DOOR CLOSERS 
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WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Rust is the arch enemy of Poultry Netting. We 
make all our own Poultry Netting of Open 
Hearth.Steel which resists rust much longer 
than Bessemer. Make it complete in our own 
plant from raw material to finished product. 





WEAVING POULTRY NETTING We draw the wire in our own mills—all process- 
Weaving Poultry Netting requires a different machine . : . 
than the type used for weaving Wire Screen Cloth. In ing through the Steel Plant, Rod Mill and Wire 
this big loom the wires are fed through vertical tubes 4 “f : ba 
which whirl around each other, making a tight twisted Mill 1S done under our constant, personal super 
mesh as the Netting passes over the roller at the top. Vision. 


Our method and quality of Galvanizing gives 
not only a good finish, but added protection. 
More-than 50 years’ experience is back of all 
our products. 


% in. % in. 1 in. 


Our Other Products 
Include 


Netwick Poultry Fence 
Galvanized Hardware Cloth 
and the following brands 
of Screen Wire Cloth 
Cortland Black Enameled 
Graywick ~ 
White Metal Finish 

Wickwire Premier 
Wickwire Bronze USA 
Wickwire Copper 


Your Jobber Will Supply You 
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No. 4 
For Children 


Nothing wins a child’s heart quicker 
than good Roller Skates—there’s “the 
child appeal” in every pair—fun and 
health combined for 
Thousands of parents who enjoy roller 
skating themselves need only a re- 
minder to purchase. 





little money. 





QI 3 





UNION HARDWARE 


Ball Bearing Extension Roller Skates 


for the kiddies. A new, attractive dis- 
play will remind them. You can take 
pride in showing these mechanically 
perfect, strongly constructed, nicely 
finished Roller Skates. 


Practically every dealer can materially 
increase his sales with this splendid 
line, if he will sell parents the health 
appeal in this popular pastime. 


Established 1854 








Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


No. 130 
For Boys New York Office: 151 Chambers St. For Boys 
and Girls and Girls 


A large stock isn’t necessary — one 
skate can be extended to practically All 
Sizes. Patterns for all ages. 

These famous skates are known the 
World over for their splendid quality, 
easy skating features and durability. 
No roller skates are better known or 
in greater demand. 


All jobbers handle Union Hardware 
Company Skates; write to us for a 
Catalog. 


Incorporated 1864 


No. 5 
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THE SCREWS, 


that hold the world 
together 





F you will look around you, 

whether you are in a house, a boat, 
an airplane, a church or an office 
building, you will find that there are 
hundreds of screws doing hundreds 
of jobs—they are holding together 
a ‘‘world”’ of construction. 


Famous for length of service, strong 
bodies and easy driving, are Amer- 
ican Screws. For 93 years they 
have been the standard of quality 
for the world of industry. 


You can make money by 
selling American Screws 
in bulk to industrial 
users and in ‘*Handy 
Packs’”’ to home users. 





STOVE 
BOLTS 


MACHINE 
SCREWS 


WOOD TIRE 
SCREWS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH ST.ChHICAGO.ILL. 


Put lt Together With Screws 















No. 84 (Four Legs) Pressed Steel 
Portable Vise Stand with Pipe 
Bender 


‘‘Feather 
Touch 
Lock’’ 


i # 


No. 81 
Portable 
VISE 
POST 


Universal 
Vise Plate 


Pipe Bender 


Removable 
Tray 













Legs are 


Tri-Foot 
Self Balancing 
Base 






No. 83 (Three Legs) Pressed Steel 
Portable Vise Stand with Pipe 
Bender 


A Series of Useful, Low Priced 
Accessories by the Makers of the 
ARMSTRONG Adjustable Stocks and Dies 


Lighter, more practical yet strong and rugged 
Stands. Gas welded—actually one piece tops. Wide 
spread. Stamped for STANDard Pipe Vises 


(Hinged or Chain). Truly portable. A modern 
achievement of typical ARMSTRONG Quality. 


The No. 81 Vise Post is far ahead of any other post 
—in quality and usefulness. Lock is quickest to set. 
One rap unlocks it—but try and loosen it otherwise. 
Most for the money—and most satisfaction to the 
user. 


The ARMSTRONG MFG. CO. 


Founded 1869 
Bridgeport, Conn. 


SEND FOR FOLDER “G” 


ARMSTRONG 








Portable Vise Stands & Vise Posts 
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Now, when production 
and distributing econo- 
mies are most vital, 


here’s an important fact: 



































NEW 
IN KANSAS CITY 


Mammoth downtown con- 
struction continues into 
1931 in Kansas City. Stead- 
= moving toward com- 
pletion are two of thecity’s 
tallest skyscrapers, being 
erected by the Kansas City 
Power & Light Company 
and the Fidelity National 
Bank & Trust Company. 
The former will be Mis- 
souri’s tallest building. 

















THE CHAMBER OF COMMERC E 


KANSAS ClTY wo 


THE I19-MILLION MARKET 


INDUSTRIAL COMMITTEE, CHAMBER OF COMMERCE, 
KANSAS CITY, MISSOURI 
Please send me the facts about Kansas City. I am interested in the 


pes . industry. 
Name = SS Se ee 

Firm _ ee ee ee 
fas. ee _— 


nee a ee State__ = ten 
{ I saw your advertisement in Hardware Age} 
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CHICK FOUNTAIN 


CHICK FEEDERS 


The Baby Chick Season 


Will soon be here, with its demand 
,for Feeders, Fountains and Poultry 
Supplies. Be prepared with a good 
assortment. Moe’s Line is the recog- 
nized standard for quality and com- 
pleteness. Everything needed and 
nothing better made. A profitable line 
to handle. Write for 72-page Catalog 
and Prices. 


HoEFT & COMPANY 


2305 Davis St. 


North Chicago, Ill. 








Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 























~(CHICAGO)— 
SPRING HINGES 


ete La 


kh he THE 


“SIMPLEX” 
Applied Direct 





to 


Door Casing 


without 








Hanging-strip 


Type 9001 


The “Simplex” has many features which Dealers will 
find to be excellent selling points. An example is the 
construction of the barrels and web from one continu- 
ous piece of metal, formed so that there are no joints 
where the barrels continue as the web. This avoids. ex- 
posing the springs to moisture which would cause rust 
and breakage. , 


Send for literature describing other important fea- 
tures of the “Simplex.” 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 
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DAVID MAYDOLE TOOL CORPORATION 


" SUCCESSORS TO 
Toe Davip MayvvpoLE HAMMER Co. 


NORWICH, NEW YORK 


Gentlemen: 





Since 1831 when David Maydole made his 
first Adz eye hammer, the slogan of the Maydole 
organization has been quality. aaa 


The David Maydole Tool Corporation which 
has succeeded the David Maydole Hammer Company 
as of January lst, 1931, hereby pledges itself 
to continue this policy of, "quality first", 
which policy has made the Maydole products out- 
standing during the last hundred years. 


We shall continue the policy of marketing 
our products through the leading Hardware job- 
bers. We believe in their legitimate right to 
reasonable protection, and a fair profit and we 
hereby pledge ourselves to co-operate with them 
to that end. 





With new and aggressive management, new 
sales policies, covering advertising, sales 
helps for dealers, etc., with the introduction 
of more modern manufacturing methods, we are in a 








a position to render to the Hardware Trade the 
two things that will be our standard and that 
we will always strive for, namely, "Quality and 
Service", 
Sincerely yours, 
ia) DAVID MAYDOLE TOOL CORPORATION 
1931 President. 











THE STANDARD OF THE HAMMER INDUSTRY FOR A CENTURY 
a ea A TSS LS AT STI RRR TS 
W 200 
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A man to trust 


i puts friendship to the 


test as nothing else can. 


During eighty years Corbin has 
made friendships among the mer- 
chants who sell its goods that it 
values as dearly as it does its 
good name. 


Many of these friendships have 
extended over two generations, 
and some are now in the third. 
That being the case, we make sure 
that the Corbin representative 
who calls on you is not only a 
man whose word you can trust, 
but a man whose business counsel 
you Can trust. 


So turn to your Corbin represen- 
tative not only for wise advice in 
the selection of items that will go 
good in your section, but for sug- 
gestions that will help increase 
your business. 


If you are faced with some diff- 


cult sales problem, place all the 
facts frankly before him. Out of 
his wide experience with the 
problems of other Corbin mer- 
chants in his territory he probably 
knows of-some tested idea that 
will solve it. If he does not, he 


will say so,and get in touch with 
branch headquarters or the fac- 
tory. If necessary, we will comb 
the experience of our entire or- 
ganization to help you. For when 
you belong to the Corbin family, 
you belong. 


P. & F. CORBIN "i388" NEW BRITAIN, CONN., U.S. A. 


NEW YORK 


The American Hardware Corporation, Successor 


CHICAGO 


PHILADELPHIA 


Makers of the world’s most complete line of builders’ hardware 


© 1930, P. & F. Corbin 





GOOD BUILDINGS DESERVE GOOD 


HARDWARE 
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“The Hardware Deslers’ Magazine” 
Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President ; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
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PIN TUMBLER 


RIM NIGHT LATCH 
JIMMY PROOF 


No. 03510 


CYLINDER LOCKING PINS 





HOUSING FOR CYLINDER 
aoe mates aainaeinaan 





—_ Sons , ie oe ._ 
Se Loop OF STRIKE 






Sell this handsome Eagle Latch to 
apartment dwellers and home owners 
who want absolute SECURITY. 


CASE—Solid cast bronze. Extends over the 
opening between door and jamb. 


BOLT—Beveled head style. As the door 
closes the bolt automatically projects itself 
through the loop of the strike, where it can- 
not be reached by any tool inserted between 
door and jamb from the outside. 


EAGLE “ANCHOR” CYLINDER—An ex- 
clusively Eagle feature. Patented steel lock- 
ing pins frustrate any attempted use of 
tools to turn the cylinder or twist it off. 


The Eagle Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks 

Front Door Sets Wood Screws 
Cabinet Locks Stove Bolts 


EAGLE LOCK CO, 


26 Warren Street-- New York, 


Branch Offices: in 
521Commerce St. 177-179N.FranklinSt. 114 Bedford St 
Philodetphio, Pa. Chicogo, Ill. Boston, Mas@ 

Works ot Terryville, Conn. 
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THE OSBORN 


WALL BRUSH | 


Thrifty customers will recognize value Ss 


in the Osborn No. 1931 Wall Brush. ig 


Brilliant colored handles .. . bright nickel 
ferrules . . . full body bristle .. . Osborn 
quality throughout . . . what a brush! 
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Twelve in an attractive box make a 


handsome counter display. Here’s a 


=a 
Be 
Se 
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business getter... no doubt about it. x 

; a 

Complete details upon reduest. a 

wis eikesciam THE OSBORN MANUFACTURING COMPANY : 
ooek oe 5401 HAMILTON AVENUE - CLEVELAND, OHIO @ 
China Bristle; nick- é _. Sales Branches: : 4 
eled ferrule; handle = New York - Detroit - Chicago « San Francisco + Los Angeles eh 
shaped to contour 2 2 
of the hand. (Illus- ~ to 
tration is smaller > re 
than actual size). 4 8 
“ 4 






This box of one 
dozen Osborn No. 
19313 %" Wall 
Brushes makes 
an attractive 
counter display. 
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Questionable Generosity 


ENEROSITY is a wonderful trait, but there is 
such a thing as being generous at the expense 
of others. When such generosity is expressed 
in merchandise, it becomes almost theft. 

And yet, this type of generosity is still to be found in 
many retail stores, practised by men who haven’t the 
slightest idea of being dishonest in the matter. 


Most of generosity referred to is expressed in over- 
weight or over-measure. Occasionally it takes the form 
of some article “thrown in” with the sale of another. 
Much of it is due to an incorrect idea of what the cus- 
tomer thinks. When a customer asks for five pounds 
of nails or a yard of screen cloth, there is always the 
temptation to give down weight or over-measure. It 
is human nature. We all dislike to seem stingy. We 
are afraid of being called tightwads. And so, we wax 
generous at the expense of the business. 


No—it isn’t always the salesman who is at fault. 
More often it is the merchant himself who errs in this 
regard. 


Now, as a matter of fact, the customer knows that 
the merchant is entitled to a fair profit. He expects 
only what he orders. If he gets extra weight or extra 
merchandise not given to others, he naturally thinks 
that the store’s regular prices are too high, or that 
someone is dishonest. 


The customer may be glad to get the few ounces 
overweight, or the box of shells with the gun he pur- 
chases, but he involuntarily wonders if someone else is 
receiving short weight to make up for it; he wonders if 
the weight would have been the same if he had phoned 
in his order. Regardless of how much he likes over- 
weigth, in his favor, unconsciously he loses respect for 
and confidence in the man who does the weighing. 


Overweight never yet won or held a customer; indi- 
rectly it has lost thousands of customers. 


But there is a more serious side to the question. 
Whenever a merchant or salesman gives overweight or 
over-measure, it costs the business just as much as 
though he had taken the cost of that excess out of the 
cash register. It is not generosity. It deserves a 
shorter and uglier name—even though the merchant 
who practises it does own the business. 


Prices are figured on costs, which are based on accu- 
rate weight or measurement. Overweight or over- 
measurement is merely cutting prices without getting 
credit for so doing. In the case of the employee, it 
means unintentionally "stealing from his employer, rob- 
bing his fellow employees and himself, since salaries 
must come from profits. All this without direct benefit 
to either the man at fault or the store. 


If you must be generous, express your generosity in 
friendliness, increased effort and better service. They 
are yours to give and the giving injures no one. If the 
urge to give is not satisfied with that, then make your 
contribution a personal one, and keep the business on a 
business basis. 


If you are making a New Year resolution, one on 
overweight, over-measure and “‘unwarranted extras” 
would be in order. If prices are to be cut, make the 
reduction in the regular way with equal opportunity to 
all; advertise and get credit for the act. Chain stores 
do not give overweight; they do not “thrown in” extra 
articles with regular sales. We may have overcopied 
the chains along some lines but not along this one. 

Be as generous as you wish—but not at the expense 
of the business. Any other method stamps the em- 
ployee as a thief or the merchant as a poor excuse for 
a Business Man. 


21 
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You Must 
Havea 
Plan 


Every business must have a 
solid foundation. This founda- 
tion includes — Reputation — 
Capital—Credit—Place of busi- 
ness—the Products you have 
for sale. 


And on this foundation every 
business erects a structure for 
selling. It is that structure your 
customer sees. If it looks right 
it must be erected and built ac- 
cording to a sound plan on the 
right foundation. 


Every salesman must have a 
plan. These plans are based on 
experience. The best way to 
keep experience before you is 
with a notebook. 


When I started to map out a 
plan for these articles on selling 
Atkins products, I dug out my 
old notebooks and found just 
what I wanted. 


To be a salesman and build 
up sales, you must know who 
will buy. For instance, when 
you sel] an Atkins SILVER 
STEEL Saw, you must know 
what it is, and how it will be 
used. 





All that your customer wants 
to krow is that he is getting 
QUALITY at a good VALUE to 
perform a certain SERVICE. 


My first advice to any sales- 
man is to start a notebook. Be- 
gin listing the things you have 
to sell—who needs them, and 
for what they are used. Then, 
too, remember the most valu- 
able sources of information to 
help selling are gathered out- 
side the store. If you want to 
sell saws, talk to the men who 
use them, also use them your- 
self. You'll find out pretty 
quick why any saw user should 


use an Atkins SILVER STEEL 


Saw. 


Don’t forget—use your 
notebook. 


L§ 


I, this series of practical sales talks, Sam Sayles is giving you successful 
ideas, that, if used, will help you increase your sales of Atkins SILVER 
STEEL Saws, Saw Tools and Saw Specialties, as well as other quality tools 


and merchandise in your stock. 


Next week, Sam Sayles tells you who the first person is to sell. Be sure 


to read this one on January 29, then try it on yourself. 











Featherweight 
Plastering Trowel 





Tue newest in Plastering 
Trowelsis the Atkins 
FEATHERWEIGHT 
TROWEL, No. 16. It has an 
extra high grade aluminum 
mounting that makes the trowel 
extremely light, yet has the 
same or greater strength than 
the heavier trowels of older pat- 
terns. 

A SILVER STEEL blade 
that holds a true edge, wears 
well, is finely tempered, well 
balanced and beautifully pol- 
ished. 

The mounting is securely 
fastened to the blade with ten 
rivets. 

Has curved handle or natural 
hump that fits the working posi- 
tion of the hand, smoothly sand- 
ed natural finish. 

No. 15 is the same, except has 
a straighter handle. 

Made in sizes 10% x 4% 
inches ; 11 x 434 inches, 11% x 
434 inches and 12 x 4 inches. 
Thickness 23 x 25 Gauge. 


THERE IS NOTHING 
FINER MADE 


Plasterers everywhere are de- 
manding lighter trowels. Show 
them Atkins Featherweight 
Trowels of SILVER STEEL. 

There is a best in everything 
and in Saws—it’s ATKINS. 

Full details of At- 
kins line of Plaster- 
ing Trowels will be 
sent you on request. 

















Rae 
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The Logical Starting Point 


For a Sound Buying Movement 


EEP your eye on the “Replace- 

K ment” business of your com- 

munity. Cultivate it; adver- 

tise for it, go out after it. The key 

to business revival lies largely in the 
replacement situation. 


For the past fifteen months people 
have been hanging on to old articles 
of merchandise instead of buying 
new; and—a tremendous amount of 
merchandise can be worn out in fif- 
teen months. A tremendous amount 
of merchandise has been used to a 
point where it is a matter of economy 
to replace it; where it will actually 
cost more to keep it in serviceable condition than to 
replace it with new. 


This condition was strongly in evidence during the 
last few months of 1930, ‘but the replacements were held 
back. People were waiting for the New Year, because 
there was a general feeling that the New Year would be 
a starter toward betterment. That feeling has already 
been reflected in the employment situation since Jan. 
1st. In less than a week nearly 100,000 men were put 
back to work in railroad and other key industries. 


There is a definitely better feeling on the part of the 
public generally since the New Year opened. Now, 
if that feeling can be crystallized into buying, we will 
be well on our way back to a normal, reasonable pros- 
perity. The opening wedge for such a movement is a 
logical appeal to the public to replace worn-out merchan- 
dise as a matter of economy. 


There are thousands of cases where individuals or 
firms were planning to re-paint their buildings when 
the crash came. Quite naturally the matter was post- 
poned as the depression became apparent. Now, the 
majority of those individuals and firms are facing a 
condition where the paint job is 15 months overdue; 
where preservation of property demands consideration; 
where it is actually cheaper for them to paint than to 
allow deterioration to go on. 


Right now there are thousands of American kitchens 
with ranges which are practically worn out; thousands 
of farms in need of fencing to protect the coming sea- 
son’s crops; thousands of cream separators worn to a 
point where the loss in cream would pay for new ones; 
thousands of buildings in need of repair to preserve 
values; thousands of refrigerators which it would be 





real economy to replace with new; 
thousands of back doors equipped 
with cheap, worn and easily picked 
locks. 


As spring opens the replacement 
list will grow apace. It will include 
wornout garden tools; antiquated 
lawn mowers; leaky lawn and garden 
hose; washing machines which have 
outlived their usefulness; torn or 
rusted screen doors or window 
screens; tools of all kinds—damaged, 
lost or worn beyond-the-use limit; 
automobile tires past the economical 
repair stage; battered garbage cans; 
leaky roofs; rickety wheelbarrows; stubby paint 
brushes, etc. 


But why go further? You know the list as well or 
better than we do. You know from observation and 
from your own sales records how great the replacement 
opportunity is. You know the economy arguments 
which your experiences have proved are logical and con- 
vincing. Use your knowledge to build your own busi- 
ness and business in general. 


This replacement situation is not a lazy merchant’s 
opportunity. It requires leg work as well as head work. 
It means locating the replacement needs and carrying 
the sale to the consumer. It means hard work, sensible 
planning and a lot of personal solicitation. It entails 
more selling, on front porches and in farmyards than 
over display tables, but it also means the starting of a 
sound buying movement which will gain momentum 
once it gets under way. 


An attitude of do nothing despondency has not helped 
us any. Extravagant propaganda has had little effect 
on the public’s unwarranted pessimism. Why not adopt 
the logical course? Forget all talk of either depression 
or prosperity and sell the things people need and which 
it is economy for them to buy. 


Look for “Replacement” Business. Sell ‘“Replace- 
ment” merchandise on a business basis, without “cry- 
ing towels.” Start a sensible, natural buying movement 
and follow through. There is a good year’s business 
in merely replacing worn-out or obsolete merchandise 
and offsetting the wear and tear of the last fifteen 
months. 


America, Forward March! 





“You were right, Jimmie, 
and I’m sorry,” said Stark 


ExTRA TEN 


being a short, complete story of how George Stark learned 
to handle a special discount | 


By CHARLES J. HEALE 


ELL, I’ll be 4 
Jimmy Burke could hardly believe 
the sign he saw in the left-hand win- 
dow of the Stark Hardware Co., offer- 
ing consumers a Blanque night latch at $2.25, and he 
was sure that George Stark had never before cut the 
price of $2.50. In his five years with the Hardware 
Jobbers Co. he has visited the town of Centerville twice 
a month, but had never seen a price cut offered in a 

Stark window. 

Of course Burke realized that he, as a jobber’s sales- 
man, could not dictate to his customer, nevertheless 
he decided to bring up the subject diplomatically. 

George Stark was sitting at his desk in the rear, 
reading the morning mail. Seeing Burke, he waved 
him to a seat with a short but pleasant “Good morn- 
ing.” 

Burke returned the greeting and waited for fur- 
ther attention. 

24 


“That’s a good-looking window display on night 
latches, Mr. Stark,” he began when the dealer had fin- 
ished the mail, “but I certainly was surprised to see 
a 25 cent reduction offered in one of your windows.” 


“Sure, why not?” answered Stark. “I bought them 
10 per cent better. Why shouldn’t I pass along this 
saving to my customers? It is my duty to supply this 
community with hardware at the best possible price. 
Isn’t that true?” 


The salesman nodded and said: 


“Yes, it is true; but don’t you realize that you can- 
not afford to maintain that lower price on the next 
shipment? Yet you create a precedent which you and 
other Centerville dealers will probably have to meet 
in the future. 


“That extra ten was a trade opportunity. The manu- 
facturer offered it because he wanted cash quickly. 
By paying in advance and increasing our regular order 
we obtained a total extra of 121% per cent. We accepted 
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4 per cent extra as our share and gave you retail- 
ers a chance to pick up 10 per cent more on this par- 
ticular shipment. It will not hold the next time. In 
the future you will have to meet this price, perhaps 
at a margin too low for a profit. 


2, 


“You have passed on this 10 per cent to the public. 
The manufacturer took 10 per cent less. We passed 
the benefit along and so do you; no one in the chain 
has made any extra money—in fact, we have prac- 
tically lost an opportunity to cover up on other items.” 


“Well,” argued Stark, “I have my regular margin 
and that nets me a profit. That’s what I told my two 
competitors when they spoke about it.” 


“On the other hand, Mr. Stark, that extra ten would 
have helped you adjust an equal amount of loss which 
you probably have taken on some other line. You com- 
plained the other day because you were making too 
small a margin on most lines. The first opportunity 
that offers you an extra ten, you pass on unnecessarily. 
You did not have to meet a lower price; you created 
a lower price. I am sur2 you will regret it next month 
when you reorder Blanque latches. Our supply at the 
lower price is exhausted. The manufacturer has 
straightened out his financial difficulties and will not 
give us another chance at the extra ten. Yet I am 
very much afraid that Centerville dealers will have 
to continue to sell those latches at $2.25.” 


“We'll see, Jimmy Burke. Here is the want book; 
you can make up your order and I will sign it when 
I come from the bank.” Mr. Stark handed over his 
want book, gathered up his bank book, checks, currency, 
deposit slip, and walked -out. 


Forty minutes later Stark returned. He looked a 
little peevish. Burke had finished writing up the order. 
Both were silent for a few minutes. 


The dealer broke the ice. “Saw Humphries at the 


bank. He is sore about those latches. Said he has 
to meet my price and bets we have to stick to $2.25. 
We'll see. Where’s that order; this is my busy day.” 
Stark signed the order. Burke thanked him and de- 
parted. 


Two weeks later Burke made his regular call on the 
Stark Hardware Co. The proprietor had a sheepish 
grin, almost a guilty look, when he asked: “Any chance 
of getting an extra ten on those Blanque night latches? 
I have a builder’s order and am three short. He ex- 
pects a trade discount against my special $2.25 price 
and says he won’t buy if he doesn’t get it. Guess you 
were right.” 


Burke could have said “I told you so.” In fact, he 
wanted to very badly, but discretion appeared to be 
the better part of valor. Gently he expressed regret 
at his inability to extend the extra ten on the new 
shipment. He mumbled: “It is unfortunate that you 
must meet this demand, but perhaps you will guard 
against such a predicament in the future. I can give 
you an extra five on a No. 6 plane if you buy a full 
dozen.” 


Stark was game. “You were right, Jimmy, and 1 
am sorry. We'll have to charge 25 cents on every 
night latch sale to the experience column. You can bet 
I’ll take that five on planes for myself.” 


“Don’t forget you’ll have to sell three planes to every 
night latch in order to break even. You had better 
take at least three dozen planes and have the boys push 
them pretty hard.” 


Stark took the three dozen planes, and history re- 
cords that he sold them in five weeks, whereas his nor- 
mal rate was six every four weeks. He didn’t break 
even against his night latch loss, but he was a wiser 
as well as a sadder merchant on the subject of the in- 
frequent extra. 





Suggests | Per Cent Advance Every Month as Business Aid 


interesting letter to E. B. Gallaher, Clover Mfg. Co., 

Norwalk, Conn. A user of Clover products and a 
reader of Mr. Gallaher’s articles on business, this dealer 
outlines a plan for curing business depression. In offering 
the plan he suggests that he, like many others, has ideas 
all his own, but that he appreciates the fact that others may 
think his plans for fetched. Part of the letter follows: 


“Simply enforce a law that all prices shall go up 1 per 
cent monthly for at least ten years, or forever as long as 
the world stands. When the figures get too large, simply 
cut the 000000 off, like they used to do in Germany in 1921, 
but not so fast, as 1 per cent monthly will have a tre- 
mendous effect. 


“I would immediately order 25 Ford cars, so would all 
other automobile dealers. As the raise in price is law, there 
would be no risk. The factories would be busy over night; 
the customer would buy his car now, as he would have a 
job working on that fellow’s house putting on an addition 
the owner planned. He does it now, as it will be 12 per cent 
higher in a year from now. 


] YROM southern Illinois an automobile dealer writes an 


“In about three days the United States would be working 
night and day to catch up with the raise in price. Every- 
body would have a job. Money would start rolling and a 
buyers’ strike would be impossible. What have you against 
a system like that? 

“Why can’t a man have what his heart desires, if he is 
willing to work and create or make what he wants directly 
or indirectly? Why should a man be out of a job and be 
starving, when he is willing to make bread for himself and 
children? 

“What is wrong with our government or present system 
where people starve who are willing to do everything to 
create food? 

“What is tying that man’s hands who is freezing and 
suffering? What’s tying him from building himself a shel- 
ter? The Lord has given us brains so that man can have 
everything his wildest dream or his most vivid imagination 
could create. 

“Something must be radically wrong with our present 
system, so why not try this 1 per cent raise? Maybe it will 
get things going as this world should go.” 
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The Value of 


Trade Papers 


in Advertising 


By SAUNDERS NORVELL - 


HE other day I talked at the Advertising Club 

here in New York to a group of trade paper 

representatives on the subject of how and why 

we use business and trade papers in our scheme 
of advertising. 


Feeling as I do that I owe a great deal to the help of 
trade papers, I wish the substance of my talk on that 
cecasion to have a wider audience than just the trade 
paper representatives. Therefore, from memory, I am 
writing some of the things I said that day. 


* * * * * * 


Years ago HARDWARE AGE had various jobbers over 
the country write brief articles in their monthly issue. 
I happened to write the articles which came from our 
house in St. Louis. This was my first experience in 
writing for a trade paper. I received many letters 
from various sources as a result of these short articles, 
and this convinced me, notwithstanding what some say 
to the contrary, that trade papers are read. As time 
passed, Mr. R. R. Williams, the editor of HARDWARE 
AGE, asked me to write longer articles on special sub- 
jects. I found that these articles were also read. 


About that time I went in business for myself. The 
following year my new house opened up many new ter- 
ritories, sending salesmen to States where our house 
had never before been represented. At the end of this 
year we had all of our salesmen home for a coxvention, 
and one of the questions I asked was: “How many sales- 
men present have called, during the past year, on 
retail hardware dealers who had never heard of our 
house?” Quite a number of salesmen raised their 
hands. Of course, these were mostly the men who had 
gone into the new territories. Now, it doesn’t take much 
imagination to see how much sales resistance there is 
when a salesman calls on a dealer and first has to teil 
him all about his house. I made up my mind, as a 
result of this experience, to try this experiment. We 
contracted for back covers of a number of the leading 
hardware trade publications, and steadily throughout 
the following year advertised our house, our policies 
and our various lines of goods on these covers. At the 
end of the year, at our sales convention, I again asked 
the same question, and this time not a single salesman 
raised his hand to indicate that he had called on a dealer 
who had never heard of our house. This, to my mind, 
was pretty conclusive proof of the value of trade paper 
advertising. 


As long as I was in the jobbing business we continued 
our trade paper advertising, and my house had the 
honor of being the first hardware jobbing house that 
ever advertised in any trade paper. 


* * * * * * 


Then, in addition to the trade paper advertising, at 
that time we got out a little house organ. It was freely 
predicted, when this organ was started, that we would 
soon run out of matter, but just exactly the reverse hap- 
pened. Every month we would have more suggestions 
for subjects to be discussed than we had space for. We 
were embarrassed by too much material, too much that 
our various departments of the business thought it was 
necessary to cover. Therefore, one of the most difficult 
parts of the job of editing that house organ was to 
select the matter to be used. This house organ was of 
great value in spreading our story. 


Later, when I became associated with McKesson & 
Robbins here in New York, I followed my old line of 
action and developed Drug Topics, the house organ 
for that concern. After a while, when this company 
gave up its jobbing business, it sold this house organ for 
$50,000, and today it is the leading and probably the most 


powerful drug’ trade paper in the United States. 
% % % * * * 


In following through a general campaign of advertis- 
ing, we must reach first of all our own organization, 
then our own salesmen, then our jobbers, then 
our jobbers’ salesmen, then our retailers, then our 
retailers’ salesmen, and finally the millions of con- 
sumers of our goods all over the country. You will 
admit that to reach all these people is some job, but 
in-a carefully prepared “follow through” campaign, 
each class has a bearing upon the distribution of a 
line of goods. You may be surprised that at the top 
of the list we put our own organization and our own 
salesmen. My experience in advertising has been that 
an advertising campaign has a very profound effect 
upon the people in your own business organization. 
When a concern advertises they have to become definite 
where they have been indefinite. They have to know 
first of all what they want to say, the story they wish 
to tell, and then they have to figure out just how best 
to tell that story. Then, in preparing to tell the story, 
the entire organization has to take stock of their as- 
sets in the way of sales advantages in their line of 
goods. Time after time I have seen houses that have 
never advertised, pepped up from top to bottom by 
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their first advertising campaign. Everyone takes an 
interest in the advertising, from the President down to 
the office boy. Everyone has ideas about how the ad- 
vertising should be done. The expression of these ideas 
leads to discussions, and all of these discussions lead 
10 more interest on the part of everybody in the or- 
ganization in the products of that house. 


There is another peculiar thing about advertising 
that I have seen work a number of times. When a 
house advertises, usually the packages holding their 
goods are illustrated. This naturaliy leads to a study 
of the boxing and packaging of goods, and sometimes, 
especially in an old business, there are some surprising 
results. I remember in one case, while in the drug 
business, we decided to set aside a room, arrange a 
line of tables, and have not only the package, but the 
case of each item in our line of goods, placed in this 
room on the tables. All circulars in the boxes and 
cases were conveniently placed for study. When this 
exhibit was prepared there were certainly revelations. 
The packages for some of the goods had not been chang- 
ed for fifty years. Some of the circulars had not been 
re-written for a quarter of a century. Of course when 
new goods would come out there would be new boxes 
and new circulars, but no one had ever reviewed the old 
goods. Therefore, instead of having one plan of pack- 
ages, one color scheme, or one type of circular, the line 
represented the “best thought” of several different gen- 
erations. Steadily and carefully and thoroughly we 
went to work and revised this line. It took a long time 
to clean things up, but finally we had a line of bottles, 
packages and boxes that had a quality look. Is it rea- 
sonable to expect a consumer to expect quality in a 
miserable looking package? The modern buyer has 
modern ideas, and the flow of language in a circular 
of fifty years ago hardly fits modern conditions. Let 
me say here that when a house starts seriously to ad- 
vertise, sooner or later this advertising develops all 
of the weak points in their line. Therefore advertising, 
as stated above, has a decided effect first of all upon 
your own organization. 


Advertising to retail distributors and advertising to 
consumers are two very different things, but of course 
both are necessary. Today almost every enterprising 
jobber’s salesman takes a trade journal and studies it 
carefully. He not only studies the advertising of the 
lines carried by his house, but he studies also the ad- 
vertising of lines that his house does not carry. There- 
fore when advertising in a trade journal you are reach- 
ing not only the jobbers, who carry your lines, but also 
the jobbers who do not carry your lines. If this sales- 
man likes your advertising and the points you make, 
this liking unconsciously sticks in his mind. Therefore, 
when the day comes when the buyer of his house asks 
the salesmen whether they would like to have your line 
added, by your trade paper advertising you have already, 
not only broken down the sales resistance of these sales- 
men, but also have made them your friends. Without 
this trade paper advertising you would have no method 
of reaching the salesmen of the jobber who does not buy 
from you. You also by your advertising keep your reg- 
ular customers sold! 


There is another angle to trade paper advertising. 
The jobbers in the hardware line have large catalogs. 
In the old days when salesmen traveled by train they 
had plenty of time, there were not so many salesmen, 
and it was customary in selling the dealer to turn 
through the catalog page by page. Those were the days 
of long bills. Today, however, with a much greater 
number of salesmen, with automobiles, with more fre- 
quent calls on customers, the good old habit of turn- 
ing through the pages of the catalog has almost passed 
out. Therefore, while of course a-general hardware 
catalog is necessary, at the same time it must be rec- 
ognized that new lines of goods, when carefully printed 
and illustrated, often in colors, and inserted in these 
large catalogs, are actually buried. But if a manufac- 
turer has regularly advertised his goods week by week 
in the trade journals, even if his goods are buried in 
a jobbers’ catalog, they are brought to the attention of 
the retail trade. The retailer, noticing these advertise- 
ments, makes a note in his want book, and when friend 
salesman calls, then they turn to that page in the cat- 
alog and the sale is made. 

* * * * * * 


Every salesman has not the mind of an Einstein. 
With the long lines carried by jobbers he cannot re- 
member everything. The impossible is often expected 
of him. Even when I was a salesman I recognized the 
weakness of the large hardware catalog. In those days 
the house would mail us inserts to be placed in our 
books. Then there would be general letters that had 
zxood selling points. Then letters would come from the 
head of the house or from our sales managers, giving 
us more good selling points. Of course if the inserts 
were put in the catalog and if these various letters were 
filed away, and everything just left to the memory of 
the salesman, in the nature of the case much good 
selling matter was lost. Even in those days I had cus- 
tomers who would not turn through the pages of my 
catalog. I therefore conceived the scheme of having a 
scrap book. I had the insert pages sent to me in dupli- 
cate. I inserted these pages where they should go in 
my catalog and put the duplicate pages in my scrap 
book, together with clippings from all the letters 
from the sales managers, etc. It was not a very pretty 
book, but it was effective. Frequently, when I had 
taken down a dealer’s want list, I would say:—“Now 
let’s take a look through my scrap book,” and then I 
showed him the new goods that had been added and all 
the other interesting matter I had. That scrap book 
was a wonderful aid to my memory, and it sold a lot of 
goods for me. 


So, these days, as the same conditions exist, in ‘‘fol- 
lowing through” we use the trade paper every week 
to remind our jobbers’ salesmen and also to remind our 
dealers. As a matter of fact, today every jobber’s 
salesman needs two catalogs. The good old standby, 
the complete sales catalog, and then along with that, a 
snappy little catalog with all the latest stuff. Boys, 
just try this scheme and see how it will help your sales. 
This is not theory. I learned this from actual’ experi- 
ence, and many times since then I have verbally sub- 
gested this same plan to other salesmen, and where- 

(Continued on page 65) 
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We can remember when practi- 
cally every traveling salesman who 
dropped in on us carried a goodly 
bunch of samples, in addition to his 


10-pound catalog. Every few min- 
utes he would dig something new 
out of his traveling bag or coat poc- 
kets. He was the source of much 
of our information concerning new 
goods, which kept our stocks up to 
date and profits rolling in. Times 
certainly have changed. While in 
a bona fide retail hardware store 
recently, we saw four traveling 
salesmen come and go without a 
sign of a sample. It seemed strange 
to us, since there never was a time 
when merchants were more eager 
to keep their stocks up to the min- 
ute. Wholesalers complain that in- 
dividual orders are too small. Per- 
haps a more general carrying of 
samples by our friends on the road 
would remedy the situation. 


* * * 


The eye sees ten times as much 
as the ear hears. 


* * * 


A western “ready to wear” store 
uses a novel stunt in its advertis- 
ing. Each week some _ popular 
young lady, college girl, or high 
school girl is photographed wear- 
ing one of the store’s latest models 
in coats or dresses. Clever advertis- 
ing copy is then written around 
the photo, with the girl’s name and 
school, or society connection promi- 
nently presented under the picture. 
The ad is then run in the news- 
papers, while the store windows 
feature the clothing and the origin- 
al photograph. Results—a rapidly 


growing, profitable business with 
the younger set. Hardware mer- 
chants could easily imitate this 
plan in advertising sporting goods, 
radio and similar goods. Even 
tools, etc., could be played up in 
connection with pictures of manual 
training students. It’s worth a 


try. 
* * * 


The first interest of every human 
being is some other human being. 
It is human nature to want others 


possess. 
* * * 


The New York Central’s crack 
train — the Twentieth Century 
Limited, brought in a gross revenue 
of $28,000,000 last year. The net 
earnings of this train were ap- 
proximately $11,000,000. 

The Twentieth Century is not a 
“cheap” train. Those who ride on 
it pay an extra fare for the privi- 
lege. And yet—some merchants 
seem to think that the public wants 
only “low prices.” 


* * * 


There is no investment value in 
cheap diamonds. 


An Iowa woman recently placed 
her home on the market at $7500. 
In spite of sale signs and advertis- 
ing, no one seemed interested in 
buying. Then her hardware mer- 
chant suggested that she withdraw 
the offer, paint the house inside 
and out, and try again at a better 
price. She took the advice, and 
in less than 30 days sold the house 
for $10,000. Chain competition will 
never bother a hardware man pro- 


gressive enough to make such sug- 
gestions and follow them through. 


* * * 


Appearance has a greater appeal 
than prite. 
& * * 
If you were to destroy every 
price mark in your store, could you 
or any of your employees put back 
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* 


the cost and selling prices with- 
out reference to invoices and cat- 


alogs? If you, whose business is 
hardware, cannot put the costs and 
selling prices on the goods you 
work with every day, why do you 
credit the customer with the ability 
to do so? 

* *% % 

The eyes of the timid magnify 
danger. 

* * * 

The good old world certainly does 
change. Most of us can remember 
how, as children, we grumbled at 
the lowly dish of bacon and eggs. 
In those days bacon retailed at 
twelve cents a pound and eggs at 
ten cents a dozen. Now eggs often 
touch the dollar mark, while bacon 
wears a fancy wrapper and carries 
a fancy price. There was a time 
when the butcher threw in a soup 
bone with an order, and calves liver 
was to be had for the asking. To- 
day soup bones are almost in the 
luxury class and calves liver is a 
high priced remedy for anemia. 
The butcher has grasped the profit 
possibilities of fads and fancies. 
The queer part of it all is that he 
has made people like it. Meanwhile 
a lot of hardware merchants are 
still “throwing in” screws with 
hinges or shells with shot-guns and 
kicking about it. 
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| —short paragraphs of Truth 


According to “Reail Facts” the 


merchants of a western city are re-' 


ported to be cooperating success- 
fully in a thrift plan designed to 
keep trade in town. When a cus- 
tomer makes a cash purchase, two 
per cent of the amount is returned 
to the children in the form of a 
certificate known as “percentage 
scrip.” The scrip may be deposited 
in the child’s name at a local bank, 
where it draws 4 per cent com- 
pound interest, and cannot be with- 
drawn until the child’s fifteenth 
birthday anniversary. 


* * 


A merchant who depends solely 
upon his customers can soon sell 
himself out of business. 


* * * 


Did you ever hear of the drug- 
gist’s bride who used vaseline for 
shortening in her cake, because she 
could get it at wholesale? It left 
the same taste in his mouth as that 
which developed at the time he 
bought a year’s supply of hair tonic 
in order to get an extra ten per 
cent. A lot of hardware men know 
what that taste is and sympathize 
with him. 


* * % 


A live profit is better than a dead 
discount. 
* * * 
In a certain western department 
store, the telephone is an impor- 





tant adjunct to sales. Every sales 
person is expected to call up a num- 
ber of people each day to tell them 
about new merchandise, suggest 
possible needs for certain articles, 
or give specific information con- 


cerning special sales. Old customers, 
as well as prospective, are includ- 
ed in the list. The manager re- 
ceives a monthly report showing 
the number of calls made by each 
sales person, and the amount of 
business resulting. Seventy per 
cent of a recent large shipment of 
goods was sold over the telephone. 
It never seems to occur to some 
merchants that a telephone is de- 
signed to carry messages out of the 
store, as well as into it. 


A sponge both absorbs and 
yields; a blotter merely absorbs. 





Out in Montana about 100 miles 
from the Big Horn River are the 
bleached bones of two gigantic 
elks, lying head to head with horns 
locked. On one side of them is 
bunch grass, knee high; on the 
other a veritable carpet of heavy 
pine grass. Those two elks fought 
to their death over that range, 
where there was food enough for 
a thousand of their kind. Their 
horns finally became locked, and 
when both were too exhausted to 
fight longer, they could not be sepa- 
rated, so both starved in the midst 
of plenty. Think it over whenever 
you are tempted to start a price 
war with the dealer across the 


street. 
* 


Get acquainted with your com- 
petitor—You might like him.- 


* % 


To hear some merchants talk 
one would think that chain store 
merchandising is something brand 
new—a sort of babe in swaddling 
clothes. As a matter of fact, the 





Hudson’s Bay Company, the first 
chain, on the American continent 
was operating several hundred trad- 
ing stores and banks as early as 
1750. The great Mitsui chain sys- 
tem of Japan started in 1643. Baby 
nothing—the chain system is mere- 
ly a Rip Van Winkle getting its 
second wind. 


Human beings have dug a lot of 
canals, but “Old Man River He 
Just Keeps Rolling Along.” 


It is said that the aim of 90 per 
cent of all consumer advertising 
is to win the “family” trade rather 
than that of the individual. In other 
words, the family is considered the 
logical buying unit in this day and 
age. In this connection it might 
be well to remember that, in the 
majority of cases, Mrs. Consumer 
is the purchasing agent for the 
family. 


% 


Once man was both earner and 
spender; now he only earns. 


% 


Goods purchased are not neces- 
sarily sold. The president of a 
large retail organization, with 
stores in all parts of the United 
States, says that the average re- 
tail salesman contributes no more 
than 20 per cent to the sales he 
handles. The other 80 per cent is 
supplied by the customer. The mer- 
chant’s job is to reverse that ratio 
so that every transaction will repre- 
sent 80 per cent salesmanship, leav- 
ing only 20 per cent to be supplied 
by the customer. 


% * 


At least three-quarters of the 
returned goods volume is directly 
traceable to incomplete selling. 
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rganized Eston Backs rity 


By LLEW S. SOULE 


at least two States—Kansas and Missouri—the 
[retention of merchants at the merchandising tac- 
tics of Utility Companies has crystallized in the 
formation of special organizations to actively combat 
those tactics. 


In fact, the merchants are so thoroughly aroused over 
certain unfair methods of competition that through 
the organizations referred to bills are being presented 
to the legislatures of the two States to make it unlawful 
for public Utilities Corporations to manufacture or sell 
appliances or other merchandise. 


This is a copy of the bill: 


A BILL 


To protect the public as consumers of electricity, 
gas and water from unjust charges in rates; to aid 
the public service commission at arriving at just 
rates; to prevent unfair discrimination in whole- 
sale, retail and manufacturing business by public 
utilities, and to prevent misuse of merchandising 
by public utilities by making unlawful the manu- 
facturing, distributing and selling of merchandise 
by public utilities. 


BE IT ENACTED by the 26th General Assembly 
that: 

Chapter 95 of the Revised Statutes of Missouri, 
1919, known as the Public Service Law, and par- 
ticularly Article IV thereof, entitled, “Provisions 
relating to gas corporations, electrical corporations 
and water companies—regulation of price of gas, 
electricity and water” be amended by the addition 
of a new section to be known as 10480-a to read as 
follows: 


(1) From and after the first day of August, 
1931, it shall be unlawful for any utility operating 
within the scope of this article to engage in the man- 
ufacture, wholesale or retailing of any chattel, article, 
commodity or manufactured product, except those 
articles which have been owned by such utility in 
manufacturing, distributing or selling its utility 
service, or those articles which are the direct prod- 
uct of the business of manufacturing or hae send 
ing said utility service. 


(2) The Public Service Commission shall have 
the same powers to enforce compliance with this 
section as are given it to enforce compliance with 
other sections of this article. 

Introduced by 

Representative from ——————— County. 





Senator Haymes will submit the bill to the Missouri 
State Senate at the same time that Representative H. O. 
Maxey submits it to the House. 


S. C. Bloss, attorney of Winfield, Kan., will present 
the bill to the Kansas legislature at about the same 
time. Meanwhile it is expected that similar bills will be 
submitted to the legislatures of Nebraska and Oklahoma 


in January. 


The leader in the movement is “The Fair Merchan- 
dising Association,” recently incorporated with head- 
quarters in Kansas City, Mo. John C. Long, secretary 
of this organization, is also secretary of the Kansas 
City Hardware Club. 


Working closely with this association is the “Good 
Business Club of Kansas,” with headquarters at Win- 
field, Kan. Carl McGregor is acting secretary of this 
organization. 


Back of these two organizations are business groups 
of the two States such as: The Kansas City Retail Hard- 
ware Club; The Missouri Retail Hardware Association ; 
The Missouri Master Plumbers Association; The 
Plumbing Contractors Association of St. Louis; The 
St. Louis Furniture Association; The Kansas City Re- 
tail Furniture Association; The Kansas Master Plumb- 
ers Association, and the Western Retail Implement & 
Hardware Association with headquarters at Abilene, 
Kan. In addition there are active groups of merchants 
cooperating in St. Joseph, Springfield, Joplin, Webb 
City, Carthage and Jefferson City, Mo., and Wichita, 
Topeka, Atchison, El Dorado, Hutchinson and other 
cities of Kansas. 


The campaign is not being conducted in any “hit or 
miss” fashion. There is a systematic follow-through: 
all down the line. Take, for example, the letter sent 
out over the signature of John C. Long, member of the 
Executive Board of the Kansas City Hardware Club, 
to the members of the Missouri State legislature. 


Dear Sir 

We are writing you as a member of the legisla- 
ture in connection with a bill to be introduced by 
H. O. Maxey of Butler, Mo. This bill is of great 
interest to hundreds of wholesale and retail mer- 
chants in the State of Missouri, and is also of vital 
interest to the public at large. 


Our members and all furniture dealers in the 
State are keyed up to see that this bill is passed at 
an early date by the incoming legislature. This is 
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true also of hardware and implement companies, 
general merchants, stores in smaller towns, master 
plumbers and plumbers’ and electricians’ unions. 
Wide publicity has been given the matter in the 
trade papers and there is going to be a unified 
demand from all over the State that the great in- 
justice now being done be rectified. 


We have examined carefully a brief prepared for 
the Fair Merchandising Association and have gone 
into the program of that association, and we 
heartily indorse it. No doubt you have already 
received some information from that association. 
Included in the data which has been sent you is a 
page printed on both sides under the head of 
“Utility Merchandising,” succinctly stating fifteen 
reasons why the competition cannot be fair, and 
eight common abuses of the merchandising privi- 
lege by the utilities. If you do not have this avail- 
able for quick reference, we will appreciate your 
writing us for it. 


The utilities are a monopoly in their respective 
fields. The public gives them this monopoly and 
protects their enjoyment of it. It was never in- 
tended by the public, in giving the monopoly to sell 
gas and electricity, to also extend to these utilities 
the facilities for putting retail merchants out of 
business. It occurs to us that in consideration for 
the monopoly to sell gas or electricity and the pro- 
tection given this monopoly that the utilities 
should be required to surrender their merchandis- 
ing privileges. Particularly is this true when by 
the very nature of things they cannot and have 
not merchandised fairly. 


It may be argued that the utilities sell stoves 
and lamps cheaper than the regular merchants. 
This same argument was made years ago in con- 
nection with the voluminous issue of railroad passes 
and special privileges given shippers, investigation 
disclosed that the public paid the bill for these 
passes and discrimination. So this is true that 
when a gas company sells a stove at below cost 
the loss is made up by the public at large, and we 
have the public in effect taxed to help buy a gas 
stove for someone else. 


The Kansas City Gas Company, “a Doherty cor- 
poration,” admitted a loss of nearly $100,000.00 in 
merchandising during the period of the past year. 
This means that every one of their consumers was 
charged on the average approximately $1.25 to pay 
for merchandise purchased by other people. 


No time should be lost by the legislature in cor- 
recting such an injustice. 


ansas and issouri 


The bill submitted will be constitutional under 
the police power; that is, its purpose is primarily 
to protect the public, and it will be a protection to 
the public in much the same manner as the forbid- 
ding the railroads to issue passes and make dis- 
criminatory rates protected the public. It will also 
be of great benefit to the State itself, as the mer- 
chandising departments have such involved account- 
ing methods that the State through its utilities 
body cannot properly determine what items should 
go into rates. A simple example of this is where 
an ad for an electric lamp is included on the bill 
sent out to customers, what part of the cost of 
printing the bill, postage, mailing, preparing ad- 
dressograph plates, etc., should be charged to mer- 
chandising, and what part to the expense of selling 
electricity? Many thousands of such questions 
would enter into the fixing of rates and hundreds 
of opportunities for covering up unjust profits and 
building up improper expenses are afforded the 
utilities. If the merchandising is eliminated, the 
State is far more able to apply those regulatory 
measures and on this account alone, if there were 
not many others, the constitutionality of the bill 
could be rested. 


We are earnestly asking that you carefully con- 
sider the data submitted to you and that you do 
everything in your power to bring Mr. Maxey’s 
bill to an early and favorable vote. We surmise 
that the tactics of the utilities will be those of 
delay, and if the bill is lost, the only method by 
which it will be*defeated will be the holding too 
long in committees. We assure you that we are 
thoroughly behind this bill and that thousands of 
other people in the State are thoroughly behind it; 
that every effort made on its behalf will receive due 
notice and appreciation. In this we speak not only 
for ourselves but for many others vitally interested 
in the program. 


Thanking you for all things that you can do and 
assuring you of our desire to help you in any way, 
we are, 

Very truly yours, 
KANSAS CITY HARDWARE CLUB, 


(Signed) JOHN C. LONG, 
Member of the Executive Board. 


Similar letters, we understand, have been sent or are 
to be sent to members of the legislatures of both Kansas 
and Missouri, by other organizations sponsoring the 
movement. 


Meanwhile wholesalers in the section covered by the 
associations referred to are sending letters to retailer 
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customers, urging them to contact their State Senators 
and Representatives in behalf of the proposed legisla- 
tion. Here is a copy of one such letter: . 


“You know that our company is always anxious 
to do things that will help the dealers. We have, 
therefore, given considerable time and study to 
the program of the Fair Merchandising Associa- 
tion, particularly in connection with a bill to be 
introduced in the next legislature, the purpose of 
which bill is to put the public utilities out of the 
merchandising business. 

We are inclosing herewith a sheet entitled “Utility 
Merchandising.” It gives fifteen advantages of 
the utilities over you and other merchants. There 
is also listed on the back page, eight abuses of mer- 
chandising by the utilities. 

From a study of the whole problem, we are 
thoroughly convinced that the utilities cannot mer- 
chandise fairly, even if they wanted to because the 
advantages in their favor are so great. 

We are recommending to all of our friends that 
they immediately contact their members of the 
next House and Senate and urge their Representa- 
tives to not only vote for the bill that will be 
introduced, but devote their energy to seeing that 
the bill gets through the committees promptly and 
up for a vote. These men will be leaving for Jef- 
ferson City in a few days, so that it is necessary 
that they be interviewed at once. 

Won’t you go yourself, and, if possible, take some 
other merchant from your town to see your Rep- 
resentative and Senator? Tell him that you want 
it passed and that you are speaking for yourself 


utilities have taken about 50 per cent of this busi- 
ness away from the hardware dealers. If they are 
not now in your town with a new store, there is 
no telling how soon they will be there, so please do 
not fail on this program. Above all, report back to 
us at once what your member of the legislature 
said. 


Your Members are: 





House 
Senate 


Naturally the question of the constitutionality of the 
proposed legislative measures, has come up for consid- 
eration. In this connection HARDWARE AGE wrote John 
C. Long, secretary, and a member of the Executive. 
Board of the Fair Merchandising Association. 

In his reply Mr. Long wrote: “The constitutionality 
of this bill has been approved by Henri L. Warren, 
attorney for the Fair Merchandising Association, and 
by H. O. Maxey, one of the oldest and strongest mem- 
bers of the legislature, State of Missouri.” 

Judge J. W. Johnson, formerly of the Missouri Court 
of Appeals, has also concurred in the opinion that the 
bill is constitutional. 

Undoubtedly there will be other opinions as to con- 
stitutionality, and should the bills be passed and signed, 
litigation under them will undoubtedly go eventually to 
the Supreme Court for final decision. 

Regardless of all that, however, it seems evident that 
unfair competitive tactics on the part of some utilities, 
carried to extremes, have stirred up a hornet’s nest, and 
whenever a hornet’s nest is stirred up somebody gets 


and all hardware merchants in the State. 


The stung. 





A Legal Opinion By Henri L. Warren on Fair Merchandising Legislation 


the moisture which arises in the 
atmosphere finally descends in rain 
upon the just and unjust willy 
nilly.” State vs. Kansas City Gas 
Company; 163 S. W. 855. 


The constitutionality of the pro- 
posed bill to require utility compa- 
nies to discontinue merchandising has 
been carefully considered and in my 
opinion the measure is constitutional. 
Such regulations are passed under 
what is known as the “police power” 
of the State. Police power is the 
inalienable right of sovereignty to 
protect itself (the public) and cannot 
be granted away by charters or even 
acts of legislatures. 

A review of decisions of nearly 
every State in the Union and the Fed- 
eral courts shows that almost with- 
out exception public service commis- 
sion acts have been upheld as an ex- 
ercise of the police power. Such acts 
all restrict the rights of utilities and 
constitute as great an infringement 
on the rights of utility corporations 
and their stockholders as does the 
prohibition against merchandising. 
For example, nearly all such laws pro- 
vide that the companies can neither 
sell nor mortgage their properties, 
nor issue stocks or securities without 
the consent of the State. 

The proposed law tends to (1) pro- 
tect the public against unjust rates; 
(2) assist the State in determining 
just rates by eliminating the com- 


plicated items of merchandising from 
expenditures and capital investments; 
(3) prevent discrimination in business 
by public utilities; (4) prevent known 
abuses of the merchandising privi- 
leges; and (5) require that the corpo- 
rations devote their entire time, at- 
tention and resources to the public 
service they are performing. 


“A public utility (like gas, water, 
car service, etc.) is in its nature a 
monopoly; that competition is in- 
adequate to protect the public, and 
if it exists, is likely to become an 
economic waste; that State regula- 
tion takes the place of and stands 
for competition; that such regula- 
tion, to command respect from 
patron or utility owner, must be in 
the name of the overlord, the State, 
and, to be effective, must possess 
the power of intelligent visitation 
and the plenary supervision of every 
business feature to be finally (how- 
ever invisible) reflected in rates and 
quality of service. It recognizes 
that every expenditure, every dere- 
liction, every share of stock, or 
bond, or note issued as surely is 
finally reflected in rates and qual- 
ity of service to the public, as does 


There are many instances of regu- 
lations of quasi-public corporations 
set out in the general brief submit- 
ted to you. Some seem far more ex- 
treme than your measure. Uniformly 
in State and Federal courts they have 
been upheld. The Hepburn Act put- 
ting the railroads out of the coal busi- 
ness was by the Supreme Court of 
the United States held constitutional, 
notwithstanding many millions were 
invested and an established business 
of over fifty years’ duration, nor that 
the defendant railroads had been ex- 
pressly chartered to mine and sell 
coal. U. S. vs. Delaware & Hudson, 
29 Sup. Ct. 527. 

Legal citations and examples from 
opinions of nearly every court in the 
United States could be furnished you, 
world without end, but it is not un- 
derstood that such is wanted. 

In my opinion the constitutionality 
of the legislation will be upheld. 

Respectfully submitted, 
HENRI L. WARREN. 
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You need not be a super-salesman in 


SELLING the SUPER” 


and a friendly apartment house super- 
intendent can do much to add to the 
hardware man’s volume and profit 





By Morris WHITCOMB 


WAS waiting, along with a few other jobbers’ sales- ‘Old Man” Cline considered himself lucky on that month 
men, to see “Old Man” Cline and try to sell him in which the store showed the slightest sign of a profit, 
a bill of goods, when in walked the old gentleman but Cline had money and the store to him was only a 
himself and announced that he had at last suc- means of keeping himself occupied. The new owner, 
ceeded in finding a buyer for his store. though, would no doubt expect the store to earn him a 

living and, failing to get it, would soon abandon it and 

we would be minus a customer. 








Of course, we all congratulated 
him on having finally managed to 
get rid of his “lemon,” but we were As subsequent events proved, however, we reckoned 
really far from pleased to hear the without the new owner. Whereas all of us wiseacres 
news. It was an open secret that had predicted that he would last only as long as his 
capital held out, the new fellow is still there, and so 
busy doing business that he never has time to stop and 
complain of chain store competition, small margins of 
profit, ruinous rentals, and all the other retailers’ buga- 

boos “Old Man” Cline used to groan about. 














It wasn’t super-salesmanship or super anything 
that accomplished the trick either. It was simply 
a realization of the fact that any given business 
location presents problems and opportunities which 
are peculiar to that location, and that any 
business, therefore, is a success or failure 
according to “the degree to which it adapts 
itself to its own peculiar location. 












For example: Whereas “Old 
Man” Cline had stocked a full line 
of hardware and housefurnishings 
indiscriminately, a survey which 
the new owner made showed that, 
within a reasonable trading area 
of his own store, some 50 per cent 
of the residents owned their own 
homes, and he determined to in- 
crease and push his housefurnish- 
ings sales—since in home-owning 
communities it is the housewife 
who does most of the buying. 

















(Continued on page 40) 





Warren has ways of ab- 
stracting much informa- 
tion from apartment house 
superintendents, agents 
and movers. 
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Butter Uses a Model Bungalow as an 


Effective Selling Aid 


HEN the G. A. Butter Co., 1720 S. 13th 
St., Milwaukee, recently moved into their 
new and modern quarters, Eear] R. Butter, 
manager of this progressive hardware 
concern, which also deals in lumber and millwork, dis- 
covered that the new building provided more floor space 
than was actually needed by the firm at the present 
time, although the structure was purposely constructed 
large enough to provide adequate space for further 
expansion. The over-abundance of display space was 
particularly pronounced on the second floor of the new 
store and some means had to be devised which would 
enable the firm to make the surplus space produce prof- 
itable returns. 
After consider- 
ing several differ- 
ent ideas, it was 
decided that a 
model bungalow 
would utilize the 
space to best ad- 
vantage, in that 
it would enable 
the store to dis- 
play a wide range 
of hardware, in- 
cluding kitchen 
equipment, elec- 
trical appliances, 


builders’ hardware, radio, fireplace fixtures in their 
proper environment and at the same time serve as a 
millwork and lumber exhibit. The idea has worked out 
even better than was expected as it was found that it 
has other advantageous features in addition to provid- 
ing excellent and appropriate display facilities. For 
example, prostects for such major items as a radio set 
can give closer attention to a sales talk and demonstra- 
tion in the living room of the model bungalow than 
would be possible in a less private section of the store. 
In the model bungalow the customer can consider the 
article without the distracting influences which are usual 
on a busy sales floor. It is also effective as a medium 
for creating good- 
will for the store 
in the neighbor- 
hood in which it 
is situated, as the 
use of the bunga- 
low is granted to 
church, _ charita- 
ble and civic or- 
ganizations for 
meetings and par- 
ties. Folding 
tables and chairs 
are_ provided. 
Housewives who 
attend the meet- 
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ings and parties must walk the full length of the main 
sales floor to reach the stairway upon entering and 


leaving the model bungalow and the merchandise on 


display along the route 
is so temptingly ar-— 
ranged that many ad- 
ditional sales result 
from the _ increased 
store traffic. 

The bungalow cre- 
ated particularly keen 
interest among the 
builders and contrac- 
tors and this has as- 
sisted in establishing 
the store even more 
firmly in their minds 
as a source for the sup- 
plies needed on con- 
struction projects. Due 
to the fact that the 
bungalow would be in- 
spected and examined 
by men engaged in the 
building trade, every 
detail was constructed 
in accordance with 
good building practice 
and the design, as far 
as possible, is correct 
in every detail. This, 
of course, meant that 
the bungalow _repre- 
sented a larger invest- - 
ment than if it had 
been constructed in a 
temporary manner 
with less attention to 
correctness of the de- 








tails mentioned. The bungalow, consisting of kitchen, 
dining room, living room and alcove, occupies a space 
54 feet long and 12 feet wide along one side of the 
second floor. The job, 
according to Mr. But- 
ter, would entail a 
cost of from $1200 to 
$1500 to the average 
hardware merchant. 
Many hardware 
merchants who have 
visited the madel 
bungalow are consid- 
ering a similar feature 
for their stores and 
other dealers who have 
heard about the idea 
have communicated 
with Mr. Butter, re- 
questing further par- 
ticulars with regard 





The Kitchen and Dining Room in Butter’s Model Bungalow to its construction, 


etc. This would indi- 
cate that numerous 
hardware stores have 
the room available for 
constructing some- 
thing similar and that 
they are convinced the 
idea has worthwhile 
possibilities. 

Where space is lim- 
ited, a single room, 
such as a model 
kitchen, has been con- 
structed in several 
hardware stores. Then 
kitchen equipment is 
twice as attractive. 





Resale Price Inquiry Report Being Revised by’Commission 


(From Our Washington Bureau) 

TS revised draft report of the resale price maintenance 

inquiry is being prepared by the Economic Division of 

the Federal Trade Commission for submission to the Com- 
mission. 

This draft is the second part of the Commission’s report 
on resale price maintenance. It embodies results of the 
study of economic aspects of resale price maintenance un- 
dertaken on the Commission’s own initiative. The study 
was taken up by reason of the widespread interest in the 
subject, which has become heightened in view of the vote 
that soon will be taken in the House of Representatives on 
the Kelly-Capper bill. Discussion of this measure in 
HARDWARE AGE discloses conflicting views on the measure 
and would indicate that there is growing doubt among its 
supporters as to whether it would accomplish the purpose 
of assuring the retail dealer a fixed resale price. 

The Commission on July 25, 1927, adopted a resolution 
providing for an inquiry into the subject of resale price 
maintenance. The study is extremely comprehensive. The 
first part of the Commission’s report was transmitted to 
Congress in January, 1929, and dealt chiefly with the legal 
status of price maintenance and the experience and opinions 
of interested business classes and consumers. 

The second and final part of the report will discuss quan- 
titative statistical data as to prices, margins, investments 


and profits of various groups of manufacturers and distrib- 
uters. So far as it is possible, in the absence of definite ex- 
perience in this country under effective price maintenance, 
an effort has been made to relate such statistical data to the 
effects of “price cutting” and price maintenance. The re- 
sults of field inquiries made by agents of the Commission, 
in some cases covering phases of the subject that are not 
susceptible to definite statistical measurement, are also dis- 
cussed. Such conclusions and recommendations regarding 
enactment of legislation respecting price maintenance as the 
Commission deems warranted, will also be presented in the 
final report. It is hoped to present the report to the present 
session of Congress. The fact that the second report soon 
will be made is believed to be responsible for a feeling in 
some quarters that no legislation on the subject should be 
acted upon until this report is studied. 

The Commission entered upon the study because bills in 
Congress then pending and by reason of votes taken on the 
subject by the Chamber of Commerce of the United States 
which were strongly in favor of legislation permitting re- 
sale price maintenance. The Commission also many years 
previous to adoption of the resolution recommended that 
Congress enact such legislation under certain conditions of 
government control. It was the view of the Commission 
that there has been no thorough and comprehensive inves- 
tigation of such legislation and an inquiry would be valuable. 
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by The Tramp 


66 OMPETI- 
TION is 
the life 


of trade” was 
said many years 
ago by a wise- 
cracker when 
nearly every mer- 
chant had an 
“asking” price 
and a selling 
price. It is not true today and 
never will be again—if it ever 
was. 


Every now and then in some 
towns we find a merchant who is 
dissatisfied with the way his com- 
petitor is doing business, and he 
would like to do something to 
change that competitor’s way. In 
fact, during a great part of his 
time, his mind is concentrating 
upon the one thought of what he 
can do to make his competitor see 
aright. 


There are many ways of regu- 
lating a competitor. It depends 
upon the competitor and the pa- 
tience we have in pursuing the 
regulation. In the end we will 
find it easier and more popular to 
regulate ourselves, and thereby 
set the competitor a good example. 


Quite frequently, in trying to 
regulate a competitor, the competi- 
tor finds out what we are trying 


to do and then it can’t be done. 
Quite frequently, also, our com- 
petitor does not need regulation. 
When he looks through his books 
and sees his net profit showing the 
minus sign, he automatically reg- 
ulates himself. 


Usually we have a feeling of 
wanting to regulate our competi- 
tors when they do something un- 
usual, but if we will continue 
persistently on our way in regular, 
institutional advertising, we will 
have no real need to worry when 
our competitor goes unusual 
things. In fact, his unusual oper- 
ation may help our business by 
bringing more people to our trad- 
ing center. However, occasional- 
ly, I find a merchant who has 
started in to regulate his competi- 
tor or rather to change his ways 
of doing certain things in a certain 
manner and he has succeeded, and 
whether ethical or _ unethical, 
things that succeed must, more or 
less, meet with our approval. 


This story was told me by Mr. 
Kilbon. His chief competitor was 
Mr. Spon. Mr. Spon did not do 
right all the time as Mr. Kilbon 
saw it. 


“Tramp,” Mr. Kilbon said to 
me, “I thought sometime ago that 
I would be in need of some advice 
from you and believe that you 


How TO 


In which it 


could have given it to me, if I 
would only write it down and tell 
you what I wanted; but I just 
couldn’t get at the writing. When 
I go to writing I just don’t know 
what to say anyhow. 


“Now that fellow, Spon, across 
the street was my problem. We 
were good friends in a way, and 
enemies in another way, because 
Spon just worried me sick with 
the way he did business. The 
worst thing he did that got my 
goat was his extra special sale 
every year beginning on Dec. 1. 
He would get out a big advertise- 
ment in our newspaper, and send 
out 5000 circulars to the country 
around here; and in that adver- 
tisement he put prices at cost, or 
below, on many items which the 
public buys at Christmas time. 


Wrong Time to Cut 


“Now that kind of stuff makes 
me sick. Just before Christmas is 
no time to cut prices on Christmas 
goods. That makes the customers 
finicky and makes a bargain hunt- 
er out of every Christmas shopper 
at a time of the year when the mer- 
chant should get his regular profit. 
But I couldn’t go to Spon and talk 
to him about that. Talking to him 
about it wouldn’t do any good, and 
it might make matters worse. It 
makes any merchant mad for some 
other merchant to come and tell him 
how to do business, as every mer- 
chant thinks he knows all about 
attending to his own business; 
and I was sure that Spon was do- 
ing business wrong at Christmas, 
so I just set my head to see if I 
couldn’t change his way. 


“It took a lot of thinking to do 
it, and I am not as good a thinker 
as I think I am. I didn’t like to 
see my customers going over to 
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Regulate a I\uthless \Lompetitor 


s 


Spon’s Christmas sale—although 
my bookkeeper always told me 
that the figures showed that Mr. 
Spon’s big sale hadn’t hurt our 
business any, but it had hurt my 
feelings. We had to talk our- 
selves black in the face to make 
some sales before the customers 
could get away and go over to 
Spon’s to see how much cheaper 
he was selling it. 


“Weil, sir, I wasted enough 
thought on that Spon problem to 
run two stores, and then one day I 
was reading about the police 
catching some bandits in Chicago 
and that gave me an idea. Crim- 
inals always do the same thing in 
the same way. A purse snatcher, 
or a pickpocket, or a burglar, or 
an automobile thief, or a murder- 
er, or an other criminal always 
commits the next crime in the 
same manner that he committed 
the first one. That’s what the po- 
lice say, and that’s what gave me 
the idea to check up my friend 
Spon. 


“Spon had out a two-page cir- 
cular for his Christmas sale and 
every item advertised in it was a 
genuine bargain. I know, because 
we had quite a bit of the same 
goods in our stock. However, most 
of the items were on notions and 
special purchases of merchandise 
for the Christmas season. There 
were some staples in the lot, too. 
So I says to myself, if the criminal 
does it the same way every time, 
Mr. Spon will do it the same way 
next year, and I filed away his 
advertisement. 


Did Some Foxy Buying 


“Next year when I went to mar- 
ket in October, I took Spon’s ad- 
vertisement with me, and I bought 
a small selection of each item 


shown that two can cut throats 


that he had advertised the year be- 
fore. When the goods came to the 
store, we put them upstairs out of 
the way to wait and see if we could 
learn when Spon would start his 
annual Christmas sale. We got 
the information all right, and I 
had the boys and girls bring the 
stuff down and display it on tables 
and counters throughout the store 
with a sign on each item. I marked 
each item straight 15 per cent less 
than cost. 


“Spon’s advertisement of his 
big Christmas sale came out on 
time and I got one of his circu- 
lars, and sure enough in this cir- 
cular was advertised 75 per cent 
of the items that I had bought. 
And his prices were from 15 per 
cent to 30 per cent higher than 
mine! 


“Sron’s advertising brought in 
the women, and both of our stores 
had a good business. Our custom- 
ers went over to Spon’s store to 





see his bargains, and then they 
came back to our store to tell us 
that we were selling goods cheap- 
er than Spon’s. 


“Two days after the sale was 
over, I was going to supper, and 
Spon was going to supper, and we 
accidentally met on the corner. 


“T said, ‘Hello, Spon. That was 
a good sale you had—it brought a 
lot of people down.’ 


“ ‘Yes,’ said Spon, ‘it brought a 
lot of people, but they didn’t buy 
much but bargains. I guess 
after I get it all figured up, I 
haven’t made any money at it. I 
see that you were having a big 
sale, too, Kilbon.’ 


““Oh, no,’ I replied, ‘we haven’t 
had a sale ad out this month. We 
put out some little ads telling 
them about the new goods we had 
and the selling prices, but we 
didn’t offer any bargains in our 
advertisement. I don’t believe in 
Bargains, Spon, at Christmas 
time. Bargains during the holi- 
days make bargain hunters out of 
women, and that’s the time they 
ought to be paying full prices. 
Spon, the first thing we merchants 
have got to do is to make a profit, 
and I am going to make a profit 
first, or I am going to quit bus- 
iness.’ 


“‘Now, Kilbon,’ said Spon, ‘you 
are spoofing me. I had a lot of 
your old customers in my store 
during the sale and they had the 
nerve to tell me that you were sell- 
ing goods cheaper than I was, and 
didn’t buy my bargains at all, but 
went over to your store, and I ex- 
pect they bought them there.’ 


““Oh, we had some bargains, I 
suppose, but we made a profit on 
(Continued on page 62) 
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LETTERS jrom ue TRADE 


Found Optimistic Outlook 
on the Road 


NEw York, N. Y.—It will interest 
you to know that I have just com- 
pleted a trip around the entire United 
States, stopping at the distributing 
centers. 

Sitting in one’s office and listening 
to all the depression talk is one thing; 
however, one is greatly surprised at 
the optimistic outlook for 1931. 
There is one thing that is prevalent 
in the thoughts of the hardware job- 
bers and that is new items or new 
styles of merchandising. 

It seems that the cut and dried 
methods that have been heretofore 
employed are looked at with not much 
enthusiasm from the sales manager’s 
standpoint, and it is quite evident 
that considerable thought must neces- 
sarily be given to merchandising for 
1931. 

One sales manager told me that his 
market was still there and that he 
was working night and day to offset 
the buying attitude of the public by 
having his salesmen turn his dealers 
into merchandisers and it must be 
recognized that some of the jobbers 
are assisting the various hardware 
dealers to become merchandisers. 
However, enough consideration along 
these lines has not yet been given by 
the manufacturers. 

This thought is passed on to you 
for what you may consider it is worth. 


(Signed) FRED P. Howarp, 


General Manager, 
E-Z Electric Co., Inc. 





Push Present Capper-Kelly Bill 


LYKENS, Pa.—Not being a lawyer, 
I am not in position to say if the 
present bill is as we would like to 
have it or not; to me, time alone will 
tell. However, I have faith in the 
prime movers of the bill and know 
that they will do anything they can 
do for the trade. 

They may feel that the present bill 
is as strong as they can go at pres- 
ent so as to be sure it will pass Con- 
gress, and then get an additional 
amendment later that would help us. 

I feel the main thing is to use this 
bill as an entering wedge, even if not 
entirely satisfactory, for a half loaf 
is better than none at all. 





Don’t be sidetracked, but push the 
present bill, and keep up the fight un- 
til we get what we want. 


W. H. BLANNING, 
Blanning Hardware Co., Inc. 





Likes Dec. 25 Issue 


New York, N. Y.—Must compli- 
ment you on your Dec. 25 issue. The 
action of the Kansas City merchants 
on courtesy discounts could well be 
emulated in New York. The edi- 
torial on the proposed sales tax may 
be instrumental in forestalling such 
a bill. Who wrote the “Hello, Neigh- 
bor?” advertising campaign article? 
Can he write us giving us more de- 
tails? J. W. BLAIR, 


General Manager, 
The Wm. Purdy Stores 





A Topic Much Discussed 


ALLENTOWN, PA.—Have read with 
more than ordinary interest, your 
article covering a summary of the 
utilities as compared with the con- 
ditions as they exist in Cleveland 
in this week’s issue of the HARDWARE 
AGE. 

This is valuable information to 
hardware dealers and is evidence of 
the possibilities of a condition annoy- 
ing to all such merchants and the 
topic so generally discussed at our 
association meetings. / 

You deserve credit for this report, 
and have my hearty good wishes in 
your endeavor to accomplish results. 

Sincerely yours, 
W. N. EBERHARD, 
Treasurer, 
F. Hersh-Hardware Co. 





Public Utility Competition 


BOULDER, CoL.—One of the subjects 
which will be discussed at our annual 
convention in January is Public Util- 
ity Competition. 

Will you send me all the material 
you have published during recent 
months on this subject—tear sheets? 
I would like to turn this over to spe- 
cial speakers for use in the discussion. 
The help will be very much appre- 
ciated. 

(Signed) JOHN T. BARTLETT, 
Secretary-Treasurer, 
The Mountain States Hardware and 
Implement Association. 


Disapproves of Discussion 
on Capper-Kelly Bill 


MINNEAPOLIS, MINN.—I have fol- 
lowed the discussions in your maga- 
zine regarding the Capper-Kelly bill, 
and I am led to wonder just why a 
retailers’ magazine like HARDWARE 
AGE should start and want to con- 
tinue apparently this discussion, 
which is going to react against the 
bill, and at a time when possibly a 
very slight reaction might be fatal 
to it. 

Those poor “wobbling” souls who 
have not yet made up their minds 
whether they are for or against this 
bill, if they read all that is published 
in your. magazine, are more than 
likely to wobble over and be against 
it. 

I feel sure that an overwhelming 
majority of the retail hardware mer- 
chants of the country are in favor of 
this bill, and if you are a retail hard- 
ware merchants’ magazine, why create 
distrust in their minds now, after a 
dozen or more’ years of looking for 
this bill to come to a vote in Con- 
gress? To me it just seems too bad, 
for even if the bill is not everything 
the retailer would like, yet it is not 
going to make the present situation 
worse. C. H. CAsgEy, 


Manager-Treasurer, 
Minnesota Retail Hardware Association 





1931 America Forward March 


Mason City, Iowa.—The slogan, 
“1931 America Forward March,” as 
applied to the hardware industry is 
most fitting and worthy of adoption. 
Your opening sentence (first feature, 
Jan. 1, 1931, issue) lights the way 
for this proposed campaign: “Noth- 
ing is so conducive to success as 
marching in solid formation.” 

Just so! When the three divisions 
of the hardware industry, manufac- 
turer, wholesaler and retailer, are 
once lined up in “solid formation,” 
all taking orders from the same con- 
trol, there will be a complete victory 
for the regulars. 

The three divisions have one ob- 
jective, the service of the public 
needs, but we have marched and 
countermarched in separate columns 
and in different directions to reach 
the objective, with results as we find 
them at the present moment. When 
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we place all our forces in one solid 
column, working together in close for- 
mation and in one line of attack, the 
hardware industry will plant its flags 
far in advance of all other forces 
who are endeavoring to capture the 
same objective. We have all been 
carrying overloads of defunct and ob- 
solete paraphernalia and accoutre- 
ments that have made progress im- 
possible. 

One unified control will ditch these 
impediments and the whole line will 
spring to action with the “Vigorous 
Rhythm” depicted in your opening 
paragraph. 

Our association leaders have been 
busy all summer devising means and 
methods to bring about closer cooper- 
ation and unity of effort with the 
other great divisions of the industry. 

The importance of this issue as a 
great problem demanding a solution 
was emphasized by the remarks of 
the celebrated German scientist, Dr. 
Einstein, before a body of New York 
reporters recently when he stepped 
aside from his favorite subjects of 


time, space and relativity to tell them 
that the greatest practical problem of 
the present day is to devise ways and 
means to overcome the existing eco- 
nomic crisis, and that he expected 
that American genius may be able to 
devise a definite formula which will 
establish a more lasting and satis- 
factory balance between manufac- 
turer and consumer than any that 
has existed so far. A. R. SALE, 
Secretary, Iowa Retail Hardware 
Association. 





Likes Sales Tax Editorial 


CoLUMBUS, OHI0.—Mr. Soule’s lead- 
ing editorial in your issue of Dec. 25 
was a dandy. The retail hardware 
industry has as much, or more, to 
fear from a sales tax as any other 
retail group, by reason of the mail 
order competition which it permits. 
HARDWARE AGE is doing a good job in 
keeping dealers aware of this move. 
(Signed) GEO. V. SHERIDAN, Director, 


Tax Information Commission, 
National Retail Dry Goods Association 


Business Rapidly Improving 


ATLANTA, GA.—Our own low mark 
for the depression was reached and 
passed in August, since which time 
business has been rapidly improving. 
We believe that business is now on 
the up grade, but that recovery will 
not be rapid, as in this particular 
part of the country crops for next 
year will have to be in sight before 
any distinct change can take place. 

DEAN S. PADEN, 
Vice-Pres. and Gen. Mgr., 
King Hardware Co. — 


Money Is Being Spent 


CLEVELAND, OH10.—The collections 
are just about up to last year and 
that is a real test. Not only is it a 
fine tribute to the honesty of the 
business men, but it also shows con- 
clusively that money is being spent 
for merchandise and a good part 
spent for hardware. 

A. J. GAEHR, Pres., 
The Geo. Worthington Co. 





When Father Was a Boy 


irom a recent bulletin distributed by Knapp & was 


‘he homely and interesting poem is reprinted 


Spencer Co., Sioux City, Iowa, hardware whole- 
It was sent to Geo. M. Evenson, vice-president 
of the company by one of the firm’s traveling sales- 


salers. 


men. 


But everything is different now. 


When we were kids. 
tell; it’s because 

The chain stores all have come to town, it seems 
they have control, 


It isn’t like it 


Do you know why? [I'll 


The old home town has changed a lot since I 
was just a lad, 

For in those days the home owned stores were 
all we ever had. 

I remember how the boss would come and meet 
us at the door 

And he always made us feel at home when we 
were in his store. 


And when some roads were needed and some 
other work was done, 

The owners of our local stores were always 
called upon. 

When other things were needed to make a better 
town, 

They were always glad to do their share, they 
never turned it down. 


And now and then ’twould happen, folks would 
need a little stuff 

To keep them through the winter when times 
were kind of tough. 

But it didn’t seem to matter for the man who 
owned the store 

Would always give these folks some credit and 
deliver to their door. 


And it seems as if a man don’t own his body or 
his soul. 


Oh, yes: Their stores are pretty and their 
windows have a flash, 

But they never know a person if they haven’t 
got the cash. 

For their bosses live’on Wall Street. And we’re 
a bunch of fools 

If we think these fellows give a damn about our 
church and schools. 

Now listen, folks: Can we afford to sacrifice 
our rights? 

Shall we neglect our townsman to feed these 
parasites? 

Shall we forget the pioneers who builded up this 
town? 

Shall we allow the outside stores to tear the 
whole thing down? 

I think I know your answer, folks. I hope you’ll 
say NO. 

Let’s own our little city like we used to years 
ago. 

Let’s patronize our local stores and keep the cash 
at home. 

And let the doggone chain stores start a city of 
their own. 

—C. M. Phillipson, Brookings, S. D. 
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SELLING the “SUPER” 


(Continued from page 33) 


In accordance with this plan, he completely re- 
modeled his housefurnishings department to give it 
more room and prominence, placed a woman in 
charge, and, by flooding his district with circulars 
made a determined and definite bid for this trade. 


Another one of the tricks out of the new owner’s bag 
was to obtain the names of the owners of the large 
apartment buildings in the neighborhood of his store, 
and which are springing up everywhere in ever in- 
creasing numbers. Usually these buildings are owned 
by corporations or by wealthy people who do not them- 
selves live in these buildings, a resident superintendent 
doing the actual managing of the property. 


To the owners of all these buildings Warren (the new 
owner) mailed a neatly multigraphed circular letter, 
telling them that, in addition to a complete line of 
hardware and paints, he carried all the cleaning and 
other supplies necessary for the upkeep of such build- 
ings. He stressed the nearness of his store to these 
buildings, and suggested the advisability of the owners 
opening a charge account there by means of which the 
building superintendent could easily and quickly pro- 
cure his needed supplies, and for which the owner could 
pay monthly, upon receipt of Warren’s statement of 
the account. 


Many of the building owners proved to be heartily 
in accord with this plan, as it served to eliminate un- 
necessary red tape and waiting for supplies on the part 
of the superintendent, and because it was also a better 
means of keeping track of expenditures. By this com- 
paratively simple and inexpensive expedient Warren 
built up a steady trade along these lines, the monthly 
total of which was surprising and, to him, gratifying. 


Any merchant in any line will agree that when a new 
customer enters your store, the first impression that 
you and your establishment makes upon him will go 
far to determine whether or not he becomes a steady 
customer. Warren goes further. When a new family 


of potential customers moves into his neighborhood, - 


Warren gets what his competitors have come to call a 
“strangle hold” on them. What he actually does is 
merely to reach out and give them a good impression 
of his establishment even before they cross his 
threshold. 


As soon as he learns of the arrival of a new family 
in his neighborhood (and Warren has ways of ab- 


stracting such information from apartment house su- 
perintendents, renting agents, movers, from his own ob- 
servations, etc., Warren sends them a useful and attrac- 
tive souvenir, which is also an advertisement for his 
establishment. Accompanying the souvenir is an illus- 
trated circular from his housewares department, setting 
forth particularly his-line gf curtain rods, towel racks, 
picture hangers, and the thousand and one other little 
items which are so likely to be needed when one is just 
getting settled in a new home. 


The newcomer in the neighborhood, knowing none of 
the hardware merchants in the vicinity, is rather apt 
to remember the one who welcomed him into the neigh- 
borhood with a useful souvenir such as a yardstick or a 
thermometer. This fact Warren has discovered to his 
profit. 


I entered the store one rainy day, when trade was 
slack, to find John busily engaged in constructing what 
looked to me like a stage for a marionette show. 


“What’s the big idea?” I queried. “Going to stage 
a Punch and Judy show for the entertainment of your 
customers?” . 


“Nope, nothing as elaborate as all that,” said Warren. 
“This is—or will be when it’s finished—merely a sort 
of booth in which to display ‘deals’—to save money for 
my customers and to make money for me. In these 
days of cut prices the independent retailer, it seems to 
me, can make quite a bit of extra money by featuring 
‘deals,’ or combination offers, which increase the sales 
unit, and this booth is designed to bring these ‘deals’ 
to the customer’s attention.” 


The booth, when finished; did just that. It was an 
easily constructed affair, resembling the stage and arch 
of a theater. The stage part consisted simply of a 
wooden box and the curtain, or arch, was made of card- 
beard. The booth was about a foot and a half long by 
a foot high, and designed to be placed on the counter. 


Each week Warren would display in it a new “deal.” 
The various articles comprising the “deal” were grouped 
together in the stage part of the booth, and on the cur- 
tain part appeared a sign which set forth the details 
of the savings in price effected by this combination 
offer. This simple device, easily constructed, accounted 
for quite a few of the merry ringings of Warren’s cash 
register. 

















Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 














News... Week 





News of 
Manufacturers 
Jobbers and 
Retailers 

















HARDWARE AGE FOR JANUARY 22, 1931 








Jordan B. Parsons 


Forsberg and 


Jordan B. Parsons has been 
elected sales manager of both 
Forsberg Mfg. Co., Bridgeport, 
Conn, and the Master Rule 
Mfg. Co., New York City. He 
will also join the directorate 
of both organizations and will 
bring to them a wealth of 
experience in solving distribu- 
tion problems. For more than 
fifteen years in the hardware 
field as sales manager and a 
director of Mayhew Steel Prod- 
ucts, Inc., Shelburne Falls, 
Mass., Mr. Parsons has an ex- 
cellent understanding of the 
present day problems of the 
hardware wholesaler and dealer 
and is fully in sympathy with 
all activities which help build 
permanent profitable distribu- 
tion through these factors. 

Thoroughly modern in ‘his 
business viewpoints, Mr. Par- 
sons frequently uses an airplane 
to secure fast transportation. 


Sales Manager for 


Master Rule 





JORDAN B. PARSONS 


Having for many years con- 
tacted the majority of whole- 
salers and major retailers, he 
enjoys a wide following in the 
trade. 

Mr. Parsons will make his 
headquarters in New York 
City. His address will be an- 





nounced shortly. 





CHICAGO DEALERS TELL 
OF 1930 ACHIEVEMENTS 


The old year wasn’t such a 
bad year for numerous Chi- 
cago hardware dealers as re- 
turns might indicate; at any 
rate, they found and success- 


fully applied merchandising 
plans that they hadn’t used be- 
fore. Some of these were 


brought out at the monthly 
meeting of the Chicago Retail 
Hardware Association, held 
Jan. 9 in the Hotel Sherman. 
William H. Hishon of Calumet 
City, Ill., head of the organi- 
zation, presided. Discussion 
centered around the question, 
“What' was your outstanding 
achievement in 1930?” 
President Hishon frankly 
confessed that his plan of the 
year came to him more or less 
by accident. By a slight rear- 
rangement made for another 
purpose he found that his cus- 
tomers began to circulate from 
left to right throughout the 
store, whereas their former ten- 


dency had been to come in and 
go out the same way they came. 
This, of course, facilitated store 
traffic, and at the same time 
exposed more goods on display 
to the eye and touch of the av- 
erage customer. 

Charles A. Dressel, Oak 
Park, IIl., president of the as- 
sociation last year, reported that 
by reducing the backing of his 
show-windows to a height of 
28 in., he had enabled passersby 
to see not only what was in each 
window, but to survey the whole 
interior from the sidewalk; this 
ability attracted an increasing 
number of them inside to see 
his interior displays. 

Another dealer said he had 
adopted plain price tags that 
showed figures comparable with 
those advertised by the mail- 
order houses. Many of his cus- 
tomers thus learned that his 
bargains were also attractive. 

By careful buying and com- 
petitive pricing, Oscar Fisher 
said he had drawn more cus- 





tomers into his store and sold 


more goods behind the counter 

during 1930 than during the 

preceding year. C. F. Woolley 

declared he had made it a prac- 

tice to go right into the variety 

chain stores frequently and find 
' out what they were selling and 
at what price. Often he learned 
that he could offer the same or 
similar merchandise at a com- 
petitive figure and yet make a 
profit. 

By ringing door-bells and 
calling on customers in their 
homes, a member of the Chicago 
association said he had suc- 
ceeded in selling a number of 
larger units, especially washing 
machines. Such visits, apart 
from sales, he felt, gave him 
a better acquaintance with 
people who came into his store. 
Another dealer had arranged a 
receiving room which did away 
with former confusion. Still 
another had provided new show- 
windows. 

Secretary J. C. Amis reported 
progress on the model hard- 
ware store being installed by the 
association in the Merchandise 
Mart. A representative of the 
mayor presented an argument 
for participation in his business- 
stimulating scheme. No action 
was taken. 





NORVELL ADDRESSES 
BALTIMORE RETAILERS 
AT ANNUAL BANQUET 


Saunders Norvell, president, 
Remington Arms Co. New 
York City, was the guest 
speaker at the eleventh anni- 





E. JOHANNESON 


versary banquet of the Balti- 
more Retail Hardware Asso- 
ciation, held at the Southern 
Hotel, Baltimore, Md., on Jan. 
20. Mr. Norvell spoke on the 
subject “Following Through.” 
Entertainment and dancing fol- 
lowed the banquet and speeches. 
The executive committee of 
the association is composed of 
Ernest Johannesen, president; 
C, J. Riterhoff, secretary; Car- 
roll D. Rudolph, George F. 
Schumann, J. Elmer Berl, 
Charles Sehrt, A. W. Zimmer- 
mann and Donald Jenkins. 





P. J. Cosgrave has been ap- 
pointed advertising manager of 
Harpware AcE. He has been 
associated with this publication 
since Feb. 1, 1910, during which 
time he served as manager of 
eastern territory since 1914 and 
as central western manager be- 
fore that. In the latter capac- 
ity his headquarters were in 
Cleveland, Ohio. As manager 
for the eastern territory, Mr. 
Cosgrave has had his headquar- 
ters at 239 West 39th Street, 
‘New York City, from which 
point he will continue to oper- 
ate. 

Mr. Cosgrave brings to his 
new position a wealth of valu- 
able experience in the adver- 
tising field. For many years a 
student of present day distribu- 
tion methods, his services will 
be available for assisting manu-! 


4h 








P, J. Cosgrave Has Been Appointed 
Advertising Manager Hardware Age 





P. J. COSGRAVE 


facturers of hardware and allied 
lines meet some of these prob- 
lems. 
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ALLIED QUALITY PAINT 
GROUP WILL BROADCAST 


Broadcasting as the “Allied 
Quality Paint Group,” six 
paint manufacturing companies 
will. present a weekly radio 
program from the Chicago 
NBC sstudios, starting Tues- 
day, Jan. 27, from 7:00 to 7:30 
p. m., Central standard time, 
over the Blue network of the 
NBC and 30 supplementary 
stations, on a coast to coast 
hookup. The manufacturers 
are: Acme White Lead & Col- 
or Works, Detroit, Mich., 
Rogers of Detroit, Mich., John 
Lucas & Co., Inc., Philadelphia, 
Pa., The Lowe Bros. Co., Day- 
ton, Ohio, Martin-Senour Co., 
Chicago, Ill. and the Sherwin- 
Williams Co., Cleveland, Ohio. 

The programs, which will 
feature Paul Whiteman and his 
dance orchestra, will have as 
their theme the demonstration 
of the varying shades and colors 
of music, an unusual and subtle 
suggestion of the advertising 
message of the sponsoring com- 
panies. Verbal advertising mess- 
ages will be cut to a minimum 
in order to leave unimpaired 
the true entertainment value of 
the programs. 

In each program, an informal 
talk will be delivered by a char- 
acter to be known as_ the 
“Quality Merchant,” who will 
give friendly advice on paint- 
ing problems of interest to the 
house and property owners of 
the country. A. W. Kany, pro- 
gram manager of the Chicago 
NBC studios will take the role 
of the Quality Merchant. All 
numbers in the programs will 
be selected by Mr. Whiteman 
as well as the arrangements 
used in the broadcasts. 

At a later date the NBC will 
announce the stations to send 
out: the Allied Quality Paint 
Group program. <A _ complete 
merchandising tie-up with the 
programs has been planned to 
direct to stores displaying the 
emblem “At the Sign of the 
Spectrum.” 


BUREAU OF CUSTOMS 
CLASSIFIES TOOL KITS 
(From Our Washington Bureau) 
Tool kits consisting of a 
handle with one folding blade 
and other attachments, which 
are removable and interchange- 
able, have been classified by the 
Bureau of Customs, Treasury 
Department, as manufactures in 
chief value of metal, under 
paragraph 497 of the Hawley 
Smoot tariff act and dutiable 
at 45 per cent ad valorem. The 
Bureau, in making this decision, 
upheld the appraiser at New 
York who said that the handle 
containing the blade is not a 





knife, but a holder for various 
tools contained in the set. The 
appraiser at Philadelphia had 
held that such a kit was duti- 
able at 35c. each and 55 per 
cent ad valorem under para- 
graph 354 covering “knives 
which have folding or other 
than fixed blades and attach- 
ments.” 


DAVIS-WARNER ARMS, 
CRESCENT FIREARMS 
NOW CRESCENT-DAVIS 


Announcement has been made 
of the formation of the Cres- 
cent-Davis Arms Corp., Nor- 
wich, Conn. The Davis-Warn- 
er machinery, equipment, etc., 


CHARLES B. ALBEA 


will be moved to the Crescent 
plant in Norwich, where the 
manufacture of the Crescent and 


Cc. C. WARNER 


Davis lines of single and double 
barrel shotguns will be carried 
on. 

The Crescent Firearms Co. 
business was originally estab- 
lished in 1893 and has continu- 
ously since that time produced 
single and double barrel shot- 
guns in the popular priced field. 
The Davis-Warner Corp. grew 
out of the original ‘N. R. Davis 





& Sons Co., established by N. 
R. Davis in 1853. 

Charles B. Albea, formerly 
of the H. & D. Folsom Arms 
Co., has been appointed sales 
manager of the Crescent-Davis 
Arms Corp, and will direct its 
merchandising policies. C. C. 
Warner, Davis-Warner com- 
pany, has been appointed assis- 
tant sales manager of the new 
company. M. J. Hall, formerly 
of the H.’& D. Folsom Arms 
Co., is also a member of the 
Crescent-Davis Arms Corp. 
sales force. 

Both lines of merchandise 
will be offered in their present 
variety and will be cosistently 
advertised. 


HARDWARE BOOSTERS 
VISIT WESTINGHOUSE 
LIGHTING INSTITUTE 


Ninety-four men and women, 
including hardware merchants 
and members of the local as- 
sociations, attended the demon- 
stration at the Westinghouse 
Lighting Institute, Grand Cen- 
tral Palace, New York City, 
held under auspices of the 
Hardware Boosters on Jan. 15. 
In behalf of the institute, Ralph 
Nuemuller, managing director, 
Westinghouse Lighting Insti- 
tute, welcomed the guests. H 
R. Conner, Pike Mfg. Co., 
New York office, secretary of 
the Boosters introduced Presi- 
dent Charles J. Heale, Harp- 
ware AGE, who thanked the in- 
stitute for the courtesy extend- 
ed and welcomed the guests. 

Mr. Nuemuller showed the 
group, which was assembled in 
the auditorium, the advances 
made in lighting, from the lat- 
ter part of the last century to 
the present day, by means of 
test lighting equipment, for 
showing various types of arti- 
ficial illumination by electricity. 
William Oglesby, technical di- 
rector of the institute spoke on 
light, light rays, reflection, etc. ; 
demonstrating means and re- 
sults of controlling artificial 
light rays. Talking pictures of 
a comic nature were then 
shown. 

The group then went through 
the various exhibits on Mazda 
Ave., showing model stores, 
with modern lighting arrange- 
ments and up to date displays. 
Other features were the minia- 
ture airport, which was lighted 
to show what constitutes good 
lighting equipment for such a 
port. Railway signal lights, bus 
lighting, etc., were also demon- 
strated and explained. The use 
of photo-electric cells was dem- 
onstrated as used in various 
trades and as applicable to use 
for the home, garage, etc. 


E. L. BREWER DIES; 
WAS 100 YEARS OLD 


Edgar Lorenzo Brewer 
Hockanum, Conn., who on June 
17, 1930, celebrated his one- 
hundredth birthday, died Tues- 
day night, Jan. 13. He was fa- 
mous. as a pioneer in the manu- 
facture of lawn mowers. 


When a boy he began to learn 
the saddler’s trade, and at the 
age of 21 went to Hartford, 
where he worked in a saddle 
and harness shop. In 1861 he 
purchased the business and con- 
-ducted it for 12 years, during 
which time he helped his father 
in farming. 

In 1868 he and Henry S. 
Sawyer formed a company for 
the manufacture of a lawn 
mower invented by Amariah M. 
Hills. A year later he was 
made president of the company. 
The machines were manufac- 
tured at the Colt armory. He 
always claimed to have shown 
the first lawn mower in Can- 
ada, on the Capitol grounds at 
Ottawa, and as a result returned 
to the States with a large order 
from the Canadian government. 


of 


VINELAND FLINT GLASS, 
KIMBLE GLASS MERGE 


A merger of the Vineland 
Flint Glass Co., Vineland, 
N. J., and Kimble Glass Co., 
Vineland, N. J., was announced 
Jan. 16. They will operate 
under the name of Kimble 
Glass Co., according to the re- 
port. 

Col. E. E. Kimble, president, 
Kimble Glass Co., will head 
the new organization, with Vic- 
tor Durand, president, Vine- 
land Flint Glass Co., as vice- 
president. Herman K. Kimble 
will be vice-president and gen- 
eral manager. The Kimble 
plant employs 1200 people, and 
the Vineland organization has 
750 employees. According to 
the announcement, executive and 
operating staffs of both com- 
panies will be continued. 


CORTLAND BEEBE DIES 


Cortland Beebe, 79, who until 
last year was president of the 
Beebe Cordage Co., Cranford, 
N. J., died Jan. 16 at his home 
in Bloomfield, N. J., following 
an attack of bronchitis. At the 
time of Mr. Beebe’s retirement, 
his son, Ralph Beebe, Roselle 
Park, N. J., succeeded him as 
head of the rope company. Mrs. 
Beebe, his son and four daugh- 





ters survive. 
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TRADE COMMISSION IS 
NOW ON REVISION OF 
TRADE PRACTICE CODE 


(From Our Washington Bureau) 


The Federal 
mission will not issue its new 
trade practice code before the 
forepart of February, if then. 
The work of revising the rules 
has been under way for some 
time, but is proving a difficult 
task. For that reason, prepa- 
ration of the code is requiring 
more time than had _ been 
thought necessary originally. It 
had been hoped to have the new 
code ready early during the 
present month. 

It is the plan of the Com- 
mission to do away with all 
inconsistencies which have de- 
veloped in connection with rules 
adopted in the way and to make 
the code as nearly uniform as 
possible. It has been found that 
in the past certain rules were 
allowed in some codes while 
similar rules, which had been 
requested by other industries, 
had been struck out, a practice 


Trade’ Com- 


that unconsciously found its 
way in the rules. 
Meanwhile some _ industries 


continue to voice protest against 
the forthcoming revised rules. 
The general objection made by 
these industries is that the Com- 
mission apparently proposes to 
sharply limit so-called Group II 
rules, or those which have been 
accepted as “expressions of the 
trade” and whose legality or il- 
legality were not passed upon 
by the Commission. The rules, 
as well as Group I rules, it is 
understood, will be hedged 
about with clauses from anti- 
trust laws. Group I rules are 
those which do away with prac- 
tices which are clearly illegal. 
There is little, if any, difference 
between the Commission and 
protesting industries, as to the 
set-up of Group I rules. The 
difference applies to Group II 
rules. Industries objecting that 
they should not be restricted to 
mere legal clauses have pointed 
out that greater latitude should 
be granted. It is their argu- 
ment that there are practices 
which may not be illegal, but 
which are unethical and uneco- 
nomic and should be done away 
with. The contention is made 
that this cannot be accomplished 
if rules for their elimination 
are agreed upon only to be pro- 
tected by saving clauses of the 
law. In short, these industries 
maintain that they not only want 
to force compliance with the 
law, but desire to go beyond its 
exactions. 


The majority Commission, 
however, seems to feel that 
without these clauses in the 




















past, rules have been misused 
tor the purpose of committing 
violations, particularly in the 
way of fixing prices. 





J. H. WOOD 


J. Heath Wood, whose elec- 
tion as president of the 
Standard Varnish Works, 
New York City, was an- 
nounced in the Jan. 15 issue 
of Hardware Age, page 45. 


E. H. HUENEFELD DIES; 
STOVE MANUFACTURER 


Ernest H. Huenefeld, 92, 
president, Huenefeld Co., Cin- 
cinnati, Ohio, stove manufactur- 
ers, died in that city Jan. 12 
after a short illness of pneu- 
monia. In the early ’90s, Mr. 
Huenefeld started in the whole- 
sale distributing business, han- 
dling tinners’ and roofers’ sup- 
plies. Later the company be- 
gan to manufacture stoves and 
sheet metal products. 





SHURLY-DIETRICH-ATKINS 
IS FORMED IN CANADA 


As announced in the Jan. 8 
issue of HARDWARE AGE on page 
70, the Canadian interests of 
E. C. Atkins & Co., Hamilton, 
Ont., were merged with those 
of the Shurly-Dietrich Co., 
Ltd., one of the oldest saw 
manufacturers in that country. 
Plants of the two manufactur- 
ers will be consolidated in Galt, 
Ont., with the Atkins Canadian 
factory being moved eventually 
from Hamilton, where it has 
been in operation for about 15 
years. The name of the com- 
bined companies will be Shurly- 
Dietrich-Atkins Co., Ltd., and 
350 men will be employed 
Trademarks and products of 
both companies will be pre- 
served. Two branch shops in 
Vancouver, B. C., are included 
in the merger. 


Shurly-Dietrich Co. was es- 
tablished in Galt in 1872, merg- 
ing in 1927 with T. F. Shurly 
Co., Ltd., St. Catharines, Ont., 
whose plant was moved to Galt 
at that time. 

Officers of the new company 
are: President, P. G. Dietrich; 
vice-presidents, C. G. McGhie 
and H. C. Atkins; secretary, 
James Shaw; treasurer, E. L. 
McArthur, and sales manager, 
R. A. Arbuckle. 








N. Y¥. MERCHANTS PLAN 
FIGHT ON SALES TAX 


Retail stores throughout the 
State of New York were or- 
ganized Jan. 6, at a meeting held 
at the Hotel McAlpin, New 
York City, as the New York 
State Council of Retail Mer- 
chants, to combat the proposed 
retail sales tax in that State. 
The meeting, which was at- 
tended by representatives of re- 
tail stores in eighteen cities, 
was called by Philip Le Boutil- 
lier, president, Best & Co., and 
of the Retail Dry Goods Asso- 
ciation of New York City. In 
addition to the proposed sales 
tax, the council is interested in 
possible modification of the law 
concerning overtime work by 
women and other legislation af- 
fecting stores. 

Officers elected are Donald 
M. Dey, president, Day Bros., 
Syracuse, N. Y.;  vice-presi- 
dents; Weldon D. Smith, vice- 
president and treasurer, Adam, 
Meldrum & Anderson, Buffalo, 
N. Y.; D. G. L. Loomis, sec- 
retary-treasurer, C. V. S. 
Quackenbush & Co., Troy, 
N. Y.; S. F. Rothschild, chair- 
man of the board, Abraham & 
Straus, Inc., Brooklyn, N. Y.; 
Gilbert J. C. McCurdy, prtsi- 
dent, McCurdy Co., Rochester, 
N. Y., and S. W. Reyburn, 
president, Lord & Taylor, New 
York City. They also were 
elected as directors and were 
authorized to add to the direc- 
torate ten other representatives 
of retail business. No _ secre- 
tary or treasurer was elected. 





ILLINOIS RETAILERS 
OPEN CHICAGO OFFICE 
Paul M. Mullikan, managing 

director, Illinois Retail Hard- 
ware Association, has announced 





fice in Chicago, Ill., in room 
576, Hotel Sherman, on Jan. 12. 


The association invites use of | 
that office for all matters per- | 


taining to the association. Hours 
are 9 a. m. to 5 p. m. Associa- 
tion headquarters are at Elgin, 
Ill. > 


the opening of an auxiliary of- | 


QUEENSBORO CHAMBER 
PLANS FIGHT ON STATE 
RETAIL SALES TAX 


At a meeting of the Queens- 
boro Chamber of Commerce, in 
its offices in Jamaica, N. Y., 
preparations for a borough-wide 
fight against the retail sales tax 
plan now before the New York 
State Legislature were made. 
Harry M. Gertz, B. Gertz, Inc., 
Jamaica, N. Y., department 
store, was acting chairman of 
the meeting. It is the plan of 
the committee to appoint in each 
of the trading areas, in that part 
of New York City, a commit- 
tee, chairmen of which will be 
members of the Chamber’s com- 
mittee on the sales tax fight. 
There are fifteen or twenty of 
these centers in the borough. 

In speaking at the meeting 
Mr. Gertz held that the Vestal 
copyright law, already passed 
by the House, would put the 
responsibility of copyright on 
retailers in the sale of any copy- 
righted article instead of on the 
wholesaler or manufacturer. 
The council forwarded a re- 
quest to the directors of the 
Chamber to oppose the bill. A 
similar request to the directors 
was made in reference to the 
Kelly sales bill. 

In further reference to the 
sales tax plan he held that the 
plan would be unfair to the mer- 
chants, place a great burden on 
the small retailer and provide 
opportunities for graft among 
inspectors. Legislature against 
amendment to the new labor 
law prohibiting female store 
help from working overtime 
was another subject the direc- 
tors were asked to protest. 





PETERSON BROS. AGENT 
FOR HILLWOOD MFG. CO. 


The Hillwood Mfg. Co., 
21700 St. Clair Ave., Cleveland, 
Ohio, nail and tack manufac- 
turers, have appointed Peterson 
Bros., 104 Walker St. New 
York City, wholesale hardware 
distributors, as agents in New 
York City, New York State, 
eastern Pennsylvania and _ the 
New England states. 





H. M. DEMAREST AGENT 
FOR FRAIM LOCK CO. 


M. Demarest, 538 
Summer Ave., Newark, N. J., 
with New York City  head- 
quarters at the office of M. W. 
Robinson Co., 28 Warren St., 
New York City, has been ap- 
pointed as sales representative 
by E. T. Fraim Lock Co., Lan- 
caster, Pa. Mr. Demarest will 
handle New York and New 
Jersey aria on the Fraim pad- 
| locks and night latches, . 


Herbert 
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HENRY J. HUGGINS MEETS 
TRAGIC DEATH 


Henry J. Huggins, a buyer 
for more than forty years at 
Orgill Bros., Memphis, Tenn., 
wholesale hardware distributors, 
was shot and fataHy wounded 
by a negro highwayman, Jan. 6. 
He died early the next morning. 

Mr. Huggins left his desk 
about five o’clock and was only 
two doors from his home when 
a negro, armed with a revolver, 
appeared from behind some 
bushes and ordered him to put 
up his hands. Mr. Huggins 
immediately grappled with the 
man and was getting the better 
of him, but slipped and fell on 
the sidewalk. While he was 
lying on the walk, the negro 
shot him, took his money and 
fled. He was taken to a hos- 
pital where he died twelve 
hours later. 

In his passing Orgill Bros. 
& Co. lose one of their oldest 
and most trusted, as well as one 
of their most valuable employ- 
ees. His co-workers lose a tru- 
ly valuable and valued friend, 
and Memphis, one of her good 
citizens. 


NATIONAL RECREATION 

EXPOSITION POSTPONED 

The National Indoor & Out- 
door Recreation Exposition, 
Springfield, Mass., operated by 
the Eastern States Exposition, 
announced recently that the 
show, originally planned for 
May 30-June 6, 1931, has been 


,postponed. According to an 


announcement made by Joshua 
L. Brooks, president of the ex- 
position, the show was post- 
poned until 1932, at the request 





of foreign governments, depart- 
ments of the United States Gov- 
ernment and several national 
organizations, to enable addi- 
tional time to arrange for their 
representation. 

Additions to Storrowton, the 
New England Colonial village 
of original structures erected 
within the exposition, through 
the generosity of Mrs. James 
J. Storrow, Boston, Mass., will 
be provided during this year to 
give greater exhibition space to 
present the home recreational 
features to be shown. Several 
general changes in plant and 
equipment will be essential in 
adapting the grounds and build- 
ings to the exposition. 





WAITE IS KANSAS CITY 
MANAGER OF SALES FOR 
AMERICAN STEEL & WIRE 


G. H. Waite has been ap- 
pointed manager of sales, Kan- 
sas City, Mo., office, American 
Steel & Wire Co., Chicago, III. 
succeeding the late Major J. M. 
Holloway. Mr. Waite has been 
with the company for 20 years, 
having spent 18 years at the 
Denver, Colo., office. While 
there he rose to the position of 
assistant manager of sales. 
Two years ago he was trans- 
ferred to Kansas City as a 
member of the sales organiza- 
tion at that point. 





Marshall-Wells Acquires Holley-Mason 
and Buys Hackett-Gates-Hurty Stock 


Marshall-Wells Co., Duluth, 
Minn., wholesale hardware dis- 
tributors, purchased and merged 
the Holley-Mason Hardware 
Co., Spokane, Wash., whole- 
sale hardware distributors, with 
its own Spokane branch. Fran- 
cis J. Finucane, president, Hol- 
ley-Mason Co., will retire from 
the firm, although other changes 
in the organization are not ex- 
pected. Roy R. Gill, vice-presi- 
dent and general manager, is 
thus left at the head of that 
firm. He has been with the 
company for 27 years, the last 
20 years as manager. 

Holley-Mason-Marks & Co. 
was formed in Spokane in 
1885, when Fred H. Mason 
bought into the firm of New- 
port & Holley, retail hardware 
store, and John H. Marks added 
his four small stores in Coeur 
D’Alenes. Mr. Marks retired 
from the firm shortly after, and 
when Mr. Holley died, Howell 
Peel came into the business with 
Mr. Mason, changing the name 
to its present designation. 

Mr. Finucane went to Spo- 
kane shortly after 1900 to estab- 
lish the local branch of the Bank 
of Montreal, which he man- 
aged for several years. Short- 
ly after his arrival he purchased 
the interests of Mr. Peel in the 
hardware business. Last fall 
Mr. Finucane and = several 
associates, including Mr. Gill, 
bought the interest of the Ma- 
son estate in the business. The 
Spokane branch of Marshall- 
Wells Co. was established in 
1905 and is in charge of James 
H. Foulds, general manager. 


According to a statement is- 
sued by Mr. Finucane and Seth 
Marshall, president of Marshall- 
Wells Co., the consolidation was 
made because of. Mr. Finucane’s 
desire to retire from busirtess 
and to give better service to the 
public by combining the re- 
sources of the two firms. 

Marshall-Wells also acquired 
the stock of Hackett-Gates 
Hurty Co., St. Paul, Minn, 
wholesale hardware distribu- 
tors, when the latter company 
closed its business on Jan. 1. 
The Hackett-Gates-Hurty Co. 
history dates back to 1858, when 
the C. D. Strong Hardware Co. 
was organized. Later the firm 
became Strong, Hackett & 
Chapin, until 1885, when it be- 
came known as Strong, Hackett 
, Hardware Co. In 1889 the firm 
was succeeded by C. W. Hack- 
ett Hardware Co., which be- 
came Hacket, Walther, Gates in 
1902. The present name was 
adopted in 1912. 

From the time of its forma- 
tion the firm has had a strong 
following among hardware mer- 
chants in the Northwest. In 
addition to H. B. Gates, presi- 
dent, who joined the firm in 
1885, the officers are C. C. Up- 
ham, vice-president and secre- 
tary; Fred H, Gates, vice- 
president, and J. R. Rainey, sec- 
retary. 

A number of the Hackett- 
Gates-Hurty Co. salesmen 
joined the Marshall-Wells Co.’s 
Duluth organization. As the 
Marshall-Wells and Hodlley- 
Mason warehouses in Spokane 
are large and well equipped 
plants, both units will operate 
as formerly, until a definite de- 
cision is made as to which plant 





is to continue. 


D. H. WAGNER HEADS 
WHEELING CORRUGATING 


Dwight H. Wagner, vice- 
president, Wheeling Corrugat- 
ing Co., a subsidiary of the 
Wheeling Steel Corp., Wheel- 
ing, W. Va., has been elected 
president of the corrugating 
company, succeeding W. W. 
Holloway, who was recently 
made president of the parent 
company. Mr. Wagner has 
been identified with the corru- 
gating company for about 30 
years, having entered its em- 
ploy as a draftsman soon after 
his graduation from college. He 
later served in various execu- 
tive capacities and was secre- 
tary of the company prior to his 
election as vice-president. 

W. E. Ackerman has been 
named vice-president in charge 
of operations for the Wheeling 
Corrugating Co. J. O. Entre- 
kin has been made vice-presi- 
dent in charge of sales. Elmer 
A. Rose is treasurer, and Ernest 
G. Walter is secretary. 


SYLVANIA PRODUCTS CO. 
HAS NEW SUBSIDIARIES 


Two new subsidiary com- 
panies, jointly controlled by the 
Sylvania Products Co. and Nil- 
co Lamp Works, both of Em- 
porium, Pa., have been organ- 
ized to handle Sylvania lamps 
and tubes. The Sylvania-De- 
troit Co. 169 W. Jefferson 
r Ave., Detroit, Mich., has been 
in operation since Dec. 1, 1930, 
under the management of A. L. 
Milk. He has been a member 
of the Sylvania sales depart- 
ment for several years, 

The Sylvania-Boston Co., 161 
Columbus Ave., Boston, Mass., 
took over Sylvania representa- 
tion in the New England states 
on Jan. 1. It is managed by 
R. S. Macarthur, formerly as- 
sistant sales manager, Sylvania 
Products Co., who came to the 
company, from Boston, where 
he has a close acquaintance 
with trade conditions in that 
territory. There are now four 
Sylvania subsidiary companies. 
The Sylvania-St. Louis Co., 
under management of John F. 
Meyn, and the Sylvania-Chicago 
Co., managed by Frank J. Fos- 
ter, were organized last sum- 
mer. 


























HARDWARE AGE for JANUARY 22, 1931 45 





Buffalo Bolt Has 
New Carton Label 


As a convenience tc 
dealer and consumer 
alike, the Buffalo Bolt 
Co., North Tonawanda, 
N. Y., is now supplying 
bolt and nut cartons with 
a unique and attractive 
label. Design of label is 
such that it may be easily 
read at a distance, even 
in semi-darkness, states the makers. Sizes are prominently marked, also 
the type of bolt. In addition to saving time, by eliminating costly 
errors and time wasting searches the new labels help the dealer dress 


up his shelves. 











‘Conant & Donelson 
Screw Plates 


Conant & Donelson Co., Conway, Mass., recently expanded their lines 
and are now manufacturing a full line of the double bevel type of dies. 
They are now in position to furnish this type of screw plate and all 
repair parts. All parts are fully interchangeable with those of this type 





now on the market. Plates are made of the highest grade material, 
carrying the company’s usual guarantee. “Reliable” screw plates, are 
available from 3/16 inch up. They are offered in N.C., United States 
Standard thread, N.F. (S.A.E.) Standard thread and in combination screw 
plates. All dies and collets are fully interchangeable with the double 
bevel type now on the market. 


Floafome Fire Extinguisher 


The 2'4 gallon Floafome foam type fire extin- 
guisher shown here is designed especially to com- 
bat fires of oil, gasoline, grease, paint, varnish, tar 
and highly volatile substances. Discharge is about 
eight times in volume in foam or about twenty gal- 
lons of a tenacious foam blanket from 2% gallons 
of solution, according to the maker, the General 
Mfg. Co., 4127 Forest Park Blvd., St. Louis, Mo. 
It is constructed of cold rolled copper highly pol- 
ished and is tested to 350 Ibs. per square inch. 
Height is 2234 inches and diameter is 714 inches. 
Shipping weight is 22 Ibs. This model was approved 
by the United States Steamboat Inspection Service 
on Nov. 2, 1930. To procure the Floafome model 
approved by the above mentioned service it is nec- 
essary to mention the fact as this model has addi- 
tional parts, relief valve and special bottom handle. 
The regular Floafome model is approved by the Un- 
derwriters’ Laboratories, Inc., and by Associated Mutuals. The special 
model has approval of all three bodies. 





Arrow Bakelite, Sockets 


Arrow Electric Division of The Arrow-Hart & Hage- 

man Electric Co., Hartford, Conn., offers Arrotex 

(Bakelite) and composition sockets. Both types are 

weatherproof, non-corroding, non-discoloring and 
non-conducting, states the maker. For conspicuous 

places the brown Arrotex socket with snap catch 

aS caps is suggested. Where abuse must be stood, 
particularly in industrial plants, the composition 

i socket in black is suggested. Key body socket No. 
OA-217 is illustrated. It is rated at 250 watts, 250 volts. Key body 


socket OB is rated at 660 watts, 250 volts. OC keyless body model has 
the same rating as OB. Pull body sockets, OD and OE, are rated at 250 
watts, 250 volts, and 660 watts, 250 volts, respectively. Push through 
body OW rates at 660 watts, 250 volts. Standard packages contain 100 
items. 


Delta Reflex-A-Lite 


Delta Reflex-A-Lite is a reflecting bulbless signal 
for use as marker light on buses, tractors, etc., or 
as an auxiliary on any vehicle. Delta Electric Co., 
Marion, Ind., makes this product, which is water 
tight and dust proof. Reflector is a parabolic 
curve, which collects all the light rays entering 
it, and concentrates them into an intense beam, 
which is returned to the source of the light, 
states the maker. A special combination of curves 
causés best results from any angle the car behind 
approaches. It is finished in black baked enamel 
with highly buffed silver plated finish inside. 
Lens retainer is satin nickel finish. The signal is 
available in green, red or amber. Lens is 3/2 
inches in diameter, a size meeting legal require- 
ments. There are 24 to a shipping case, weigh- 
ing 17 lbs. Each signal is individually packed. 
Many States and Canadian provinces require reflectors under certain 
circumstances and many permit their use by trucks, instead of the usual 
tail lamp. 





Chicago Roller Skates 
Have New Ankle Protector 


Chicago Roller Skate Co., 4458 W. Lake St., Chicago, Ill., have added 
two improvements to the Flying Scout and Silent Flash sidewalk model 
roller skates. The company states that the new improvements have not 
increased either the dealer cost or suggested retail selling price. New 
ankle pad is of soft, tanned sheepskin, held across the instep by the 
roller-skate strap. It is easily removable, if the skater wishes. In addi- 
tion to increasing comfort, the pad prevents runs and wear on the stock- 
ings. Use of the Chicago improved channel arch has increased the 
strength 10 times, says the maker, over any previous models made. 
The arch slides in the corrugation of the foot plate, binding all parts in 
one unit. 





Sherman Top Spout 
Double Sink Faucet 572 


This top spout double sink faucet model No. 572 with metal soap dish 
and metal handles is offered by the H. B. Sherman Mfg. Co., Battle 





Creek, Mich. It is available in the following combinations: metal or 
china soap dish, metal or china handles, female or male connections 
(1¥2 L. P.), nickel or chromium plated. It is packed singly in heavy 
fibre cartons, approximate weight, 51% Ibs. 
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Challenge Rod Hammond Introduces 
Two Electric Clocks 


Introduction of two synchronous 
electric clocks has been announced 
by The Hammond Clock Co., Chi- 
cago, Ill. The Oakwood model, il- 
lustrated, has a case of walnut col- 
ored Bakelite, standing 634 inches 
high. It is 5 inches at the base. 
Dial is recessed, tinted in buff color 
and has brown numerals. Flasher 
disc and gold finished second hand 
are included. It is offered to sell 
for the suggested retail price of 
$8.75. The Logan model is 434 x 
4 inches wide. It is of walnut 
colored Bakelite with buff tinted, 
recessed dial setting off the brown 
numerals and. gold finished second 
hand. Suggested retail selling price 
is $6.75. 


ffers the Challenge rod, with round solid stee! 
ne-piece tip, to sell at a lower price than the 
regular True Temper line. The Challenge line is 
intended for the fisherman who does not wish to 
make a large investment in such equipment. It 
is a round section type, offered in two styles 
The stepped down series SC models have a taper 
obtained by grinding it in a series of successive 
steps, giving the rod greater flexibility and 
strength than can be obtained in straight taper 
rods of the same weight, according to the maker. 
Handle is made from 
die cast nickel alumi- 
num alloy of great 
5 strength, designed to 
permit the ree! to be 
fastened on a_ base 
approximately in line 
with the rod itself 
Reel locking device is 
positive in action, of 
the same design as ne eae 
that used on the 

True Temper offset 

4 handles. Suggested 

retail selling price is $5.00 each. It is made in lengths from 
3 to 4% feet. Tips are of vanadium alloy steel fitted with 
garnix guides and tip tops. Rods are also made in plain taper 
pattern ground with the usual straight taper from butt to tip 
Rods in series RC are made in lengths from 3 to 42 feet, with 
; steps of vanadium alloy steel fitted with imitation agate guides 
} and tip tops and finished in black enamel. Handle is straight 
single cork grip type. Suggested retail selling price on this 
series is $3.00 each. Stepped down taper pattern is illustrated 






Pye 
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Line a Vent 
Insulation Boards 


Line a Vent insulation boards for 
automobiles fit tightly inside of 
the hood, completely covering the 
vents, thus keeping out the cold 
air, increasing the efficiency of the 
heating system and generally im- 
proving the cold weather operation 
of the motor. It is made by Lip- 
schultz Bros., St. Paul, Minn., from 
thick, strong fiber boards, fitted 
with tension springs which hook 
into the hood vents, holding them 
snug and tight. Size No. 100, fit- 
ting 1929-30 Chevrolet, lists at $1 
per set. Set No. 200 lists at $1.25 
per set and is adaptable to most 
cars. Dealer discount is 33 1/3 per 
cent. Sets are packed in cartons 
of twelve. 




















Gobar Mystery Boat 


The Mystery Boat is a model speed 
boat which the maker states will 
operate on one teaspoon of canned 
heat (Sterno) for boiler heating 
purposes. It may be used in the 
bathroom tub, park lake or wash 
tub. The boat, which is offered 
* to the dealer to retail for the sug- . 
gested price of $1.00, is offered a Store Kraft Oil 
assorted colors. Gobar Products, Cloth Fixture 
Anderson, Ind., offers this boat to 


dealers at $8.40 per dozen or $8.00 Store Kraft Mfg. Co., Beatrice, 
per dozen for 6 dozen or more. Neb., offers this rack for display- 
ing, measuring and cutting oil cloth. Rack displays 12 rolls of oil cloth, 
up to 56 inches in width. Cuts are made square, without neccessity for 
removing cloth for cutting. The No. 320 6/4 all-in-one display fixture 
costs the dealer $24.85, in any part of the United States. Its shipping 
weight is 160 Ibs. Fixture is available in oak, walnut or mahogany color 
with protecting coats of lacquer 
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Starrett Semi-Flex 
Hacksaw Blade 


The L. S. Starrett Co., 
Athol, Mass., has intro- 
duced a new hacksaw 
blade, called the Semi- 
Flex, for troublesome 
obs that cannot be han- 
died readily by ordinary 
blades. It cuts quickly 
and. easily pipe, angle 
iron, wire cable, electri- 
cal conduit, BX cable 
and similar soft or thin 
metals. The blade is flexible and can therefore be used on jogs that 
strain or twist the blade, without fear of breaking, states the maker. 
It is made of tungsten steel and is carefully tempered to prevent shell- 
ing of teeth. Illustration shows a Semi-Flex cutting through a piece of 
— iron of the type that chatters and binds, when cut by ordinary 
blades. 





Viko Aluminum Tea Kettles 


Beauty and simplicity in 
utensil line is the key- 
rote in the Aluminum 
Goods Mfg. Co., Mani- 
towoc, Wis., 1931 Pres- 
entation, made up of the 
pick of the company’s 
ine. The presentation 
package includes three 
dozen heavy | qt. Viko 
saucepans to retail for the 


to give the hardware 
trade an effective leader. 
This tea kettle is offered 
in 5 and 6% at. sizes, 
to sell for the suggested 
prices of $2.50 and $2.75, except in the extreme west and south 
Dealer cost on the kettles is respectively $2000 and $22.00 per dozen 
respectively. E 





Slaymaker Padlocks 


The Slaymaker Lock Co., Lancaster, 
Pa., is now offering a laminated steel 
plate padlock of “new design, having 
hard rolled steel laminations, driven into 
one piece with two sets of rivets. An- 
other feature of this lock, which is 
offered to retail for 50 cents, is the disc 
wards mechanism, with laminated key 
cylinder and coined and slotted nickel 
silver keys. Shackle of No. 10 is case 
hardened and entire padlock is finished 
in bright cadmium plate 

The same company offers padlock No 
20 to retail for the suggested price of 
$1.00, the principle feature of which is 
an automatic double cam action, which 
releases the shackle at the turn of the 
key and snaps it shut with the little 
finger. Other features are an accurate 
die cast body, to house the mechanism, 
a seamless protector casing of very 
heavy steel, which is swedged onto 
the body under great pressure, 
without the use of rivets. Key 
mechanism is of disc tumbler type 
and nickel silver. Coined and slotted 
keys are provided. Lock has chro- 
mium plated finish. For both locks 
practical counter display cartons 
with six locks in individual boxes 
enables effective display. The 
Slaymaker Lock Co. offers these 
locks to the dealer for $4.00 per 
dozen, for the No. 10 and $8.00 
per dozen for the No. 20. 








suggested price of 19c., ° 


Victor Combination Radio 
Electrola RE-17 


Victor RE-17 is a combination 
radio-electrola, listing at $189.50 
with Radiotron tubes. It is ideally 
suited to the small living room. The 
set is a four circuit screen grid 
model, with a super-dynamic cor- 
rugated cone loudspeaker and a cir- 
cular, illuminated tuning dial. Elec- 
trola has Victor pick-up and inertia 
tone arm. The combination is 
inclosed in a cabinet of early English 
design, measuring 41 7/16 inches 
high, 2644 inches wide and 1734 
inches deep. Victor Division, RCA 
Victor Co., Inc., Camden, N. J., is 
the maker 





Little General Six Tube 
A.C. Screen Grid Set 


A small six tube A.C. screen grid 
set in three styles of finish is offered 
by General Motors Radio Corpora- 
tion, Dayton, Ohio, under the name 
Little General. It is offered to re- 
tail for the suggested price of $74.60, 
complete with tubes. This model, 
which is of Gothic design is 19 x 16 
x 10% inches. It is available in 
genuine butt walnut or lacquered in 
green or buff. The set has tone 
selector, electro-dynamic speaker and 
is controlled by three knobs, flanking 
and beneath the arch type dial, 
which is _ illuminated Attractive 
escutcheon plate sets off the dial, carrying out the Gothic style. The 
General Motors Radio line now embraces four radio cabinet types, the 
Hepplewhite lowboy, Sheraton, Late Italian and the Hepplewhite lowboy, 
self-contained battery-operated set, two radio-phonographs, the Queen 
Anne and Georgian and three Little General models 





Leonard Electric 
Refrigerators 


Leonard Refrigerator Co., 14260 


Plymouth Road, Detroit, Mich., 
added two electric model refrig- 
erators to its line, a 5-foot and a 
7-foot size. According to the 
maker the cabinet has 25 per cent 
extra Leonard tested and approved 
insulation. The Chillometer, a 
cold switch-board controlling de- 
vice in the face of the ice cube 
tray shield, regulates cold for spe- 
cial uses, at the housewife’s will 
It is thermostatically controlled 
Above the Chillometer is the de- 
froster, a current cut-off switch 
that defrosts the coils. In the smaller model 42 ice cubes may be made 
at one freezing, while the larger type will produce 81 at a freezing 
Flexible rubber cube grid releases ice cubes without soaking or ham- 
mering. Each electric model is all steel with one easily accessible 
double-sealed door, massive satin chrome hardware, smooth baked finish, 
porcelain food compartment with rounded inside corners, rust-proofed 
flat bar shelves and glass defrosting. pan. Bottom is high enough to 
permit brushing and mopping underneath the base. New numbers in 








the ice refrigerator line have also been announced. Overall measure- 
ments are 50 x 26 5/32 x 2334 inches and 53 5/32 x 31 9/16 x 2534 
inches, respectively. Suggested retail selling prices run from $174.50 


to $295 on these electric models. Dealer cost per unit, in less than 
carload lots, ranges from $124.40 to $207.19 
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ENERAL MARKET 
EWS or THE WEEK 


The Drybak Corp. Lowers 
Prices Substantially on 
Hunting Clothes 


The Drybak Corporation, Bing- 
hamton, N. Y., manufacturers of 
clothing for sportsmen and workmen, 
have advised that price reductions 
ranging from 10 to 12 per cent _be- 
came effective Jan. 1. The declines 
are due entirely to lower prices of 
raw materials, according to the an- 
nouncement. 


63.7 Per Cent of Washing 
Machines Are Sold to Retailers 


(From Our Washington Bureau) 

Returns received by the Bureau of 
the Census in connection with its dis- 
tribution survey covering 1929, show 
that manufacturers of household 
laundry machines sell principally to 
retailers and wholesalers. Of the 
total sales amounting to $80,064,000, 
sales to retailers totaled $51,046,000 
or 63.7 per cent while sales to whole- 
salers aggregated $20,269,000 or 25.3 
per cent. 

The remaining sales were made 
as follows: 6.2 per cent or $4,950,- 
000, to industrial and other large 
consumers; 4.2 per cent, or $3,349,- 
000, through manufacturers’ sales 
branches, and .6 per cent or $450,000, 
to home consumers. Of the total 
sales, 4.3 per cent, or $3,421,000, was 
made through manufacturers’ agents, 
selling agents, brokers and commis- 
sion houses. Certain manufacturers 
bought from others for resale to the 
extent of $192,000. 

In addition to the sales of house- 
hold laundry machines by the 63 man- 
ufacturing establishments engaged 
primarily in producing such machines, 
the report includes the distribution 
of $4,344,784 worth of secondary 
products manufactured by them but 
does not include such machines made 
as secondary products of establish- 
ments engaged primarily in other 
lines of manufacture. 


Hardware Shows 
Stronger Demand 


New York, Jan. 21. — During 
the past three weeks, an improved 
demand for hardware has made it- 
self evident in the principal mar- 
kets of the country. Orders from 
retailers are increasing in both size 
and number and are involving a 
larger variety of merchandise than 
for sometime. The moderate gain, 
made so far, has been conducive 
to raising the morale of the trade 
and has given retailers, wholesalers 
and manufacturers a greater degree 
of confidence in prospects for the 
future. 

While it would appear that trade 
activity has increased to a greater 
extent in markets which principally 
supply agricultural sections, moder- 
ate gains have also been made in 
most industrial centers. 

Some price adjustments are be- 
ing made, but few revisions of a 
major character have become effec- 
tive. The present low level of com- 
modity quotations has resulted in 
prices on some types of goods, 
which are attracting consumer buy- 
ers. 

The credit situation has become 
more satisfactory since the first of 
the year, although collections con- 
tinue to have a spotty character. 





Statistics relative to the 1929 pro- 
duction of this industry were carried 
in a report of the Census of Manu- 
factures, 1929, issued Sept. 30, 1930. 
The products included in the report 
are washing machines, ironing ma- 
chines, wringers, and parts and at- 
tachments, driers, and extractors. 


Price Reductions Are 
Announced on David 
Maydole Hammers 


The David Maydole Tool Corpo- 
ration, Norwich, N. Y., have an- 
nounced a substantial reduction on 
David Maydole hammers. The de- 
cline became effective on Jan. 1, and 
more modern manufacturing methods 
are said to have made the lower prices 
possible without the sacrifice of qual- 
ity. 


Auto Tire Prices Are Cut 
To All Time Low Figures 


Confirming intimations of price 
declines in auto tires, which were pub- 
lished in the Jan. 8 issue of HARDWARB 
AGE, all leading manufacturers have 
inaugurated sweeping reductions in 
quotations on both first and second 
grade tires. The cuts range from 
6% to 12 per cent and tires for trucks 
or buses and solid tires of any type 
are not affected. The new prices are 
the lowest in history. 

The general reduction in auto- 
mobile tire quotations was forced 
through cuts of 7 to 12 per cent in 
mail order prices on tires announced 
in the mid-winter catalogs of the 
leading mail order houses. 

“The revision generally brings man- 
ufacturers’ prices on automobile tires 
to the same level as that established 
previously by the mail order houses, 
although in some instances the man- 
ufacturers’ quotations are slightly 
lower. The reductions, it was learned, 
do not affect discounts to dealers. On 
Nov. 1 all tire manufacturers raised 
discounts to dealers from 21% to 25 
per cent. As the discounts are undis- 
turbed, it is anticipated that dealers 
will pass along the lower cost to the 
public immediately. 

The last previous change in tire 
prices was on Nov. 1, last, when an 
advance of 2% to 5 per cent was 
posted. 
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The Carborundum Co. 
Lowers Prices on Small 
Diameter Grinding Wheels 


The Carborundum Company, Ni- 
agara Falls, N. Y., advises that a 
list price reduction, of approximately 
20 per cent, became effective Jan. 1, 
on small diameter Carborundum and 
Aloxite brand grinding wheels. 

Lists and discounts on the sharpen- 
ing stones and specialty items pro- 
duced by the company remain un- 
changed. 


Week’s Price Average Was 
78.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 
Jan. 10, based on Dun’s quotations, 
averaged 78.3 per cent. 

The December average was 79.6. 
The purchasing power of the dollar on 
a 1926 basis of 100c. was 127.7c. The 
December average was 125.7c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
69.2. The December average was 70. 

The Italian index on the revised 
1926 basis for the week ended’ Jan. 3 
was 56.8. The yearly average was 62.8. 





Freight Loadings Increased 
in Week Ended January 3 


Loadings of revenue freight for the 
week ended Jan. 3 totaled 615,382 
cars, according to figures compiled by 
the car service division of the Amer- 
ican Railway Association. 

This was an increase of 76,963 cars 
over the preceding week, which in- 
cluded Christmas, but a decrease of 
160,373 cars below the same week last 
year. It also was a reduction of 183,- 
300 cars below the corresponding week 
in 1929. 


Wholesale Price Index 
Advanced Fractionally, 
Week Ended January 10 


The wholesale price index of the 
National Fertilizer Association, based 
on 476 price quotations, advanced 
three fractional points during the 
week ended Jan. 10. During the pre- 
ceding week the index number de- 
clined five fractional points. The in- 
dex number now stands at 79.1, com- 
pared with 78.8 for the preceding 
week and 94.6 for the corresponding 
week a year ago (the index number 
100 represents the average for the 
three years 1926 through 1928). 

Five of the fourteen groups com- 
prising the index advanced, two de- 
clined and the remaining seven were 
unchanged during the latest week. 


The groups that advanced were tex- 
tiles, fats and oils, foods, fuel and 
grain, feeds and live stock. The 
largest gain was shown in the group 
of fats and oils. The groups of 
metals and miscellaneous commodities 
each declined approximately 1 full 
point. 

The prices for thirty commodities 
advanced during the latest week, 
while only twenty-one prices declined. 
Included in the list of price advances 
were cotton, sugar, potatoes, peanuts, 
practically all grains, cattle, sheep, 
melting steel, lard, butter, cottonseed 
oil, bituminous coal and_ gasoline. 
Among the commodities that declined 
were eggs, cheese, hams, rayon, wool, 
copper, zinc, silver, coffee, rubber and 
leather. 


Bank Debits Were Larger 
in Week Ended January 7 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Jan. 7, which included but five 
business days, aggregated $13,288,- 
000,000, or 4 per cent above the total 
reported for the preceding week, 
which also included but five business 
days, and 28 per cent below the total 
reported for the corresponding week 
of last year. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to about $12,399,000,000, as compared 
with $11,917,000,000 for the preceding 
week and $17,277,000,000 for the week 
ended Jan. 8 of last year. 





1,600,000 Persons Have Incomes 
of $5000 Per Year or More 


Approximately 1,600,000 persons in 
the United States receive an annual 
income of $5,000 or more, according to 
income tax data. This total when ex- 
pressed as a proportion accounts for 
13 out of each 1000 residents in the 
country. In twenty States the aver- 
age stands above 13 per 1000, while 
in the remaining States it falls below 
this figure. Nevada is the leading 
State, with an average of 140 out of 
each 1000 people receiving at least a 
$5,000 a year income. 

The following table, compiled by the 
“Outline of Business,” shows the av- 
erage number per 1000 inhabitants in 
each State receiving an income of 
$5,000 a year or more. 


No. Per 
State 1000 People 

La Re eed Pe dee ae owes 
Now Banipshire 0.200652. ac. 15 
WM bc ss 5 b's.0 eka eit Sees 18 
MODE RCHIOAR, Poi ee ews ss 21 
NGO SUN. 6's ki e cueeeice es we 6 19 
Cone 6 5:2 LR 19 





CORI s. 5. 5055.5. as Walkcialh 5s 14 
MNNENAIIGE 5.4.9 55 5s 04 seals aves cs hors 15 
PR oe iccs oo ie he sca So eaieteicn ts 15 
PE. MY OS. che carcge aac 12 
UMRITR ig. ved sree ws bien aie Baal 15 
PERMIT Sore waive are sions eter 12 
EMRE REN or. op arta o's were w see are arte 13 
TRIES o oro o's cca his aoe racers cc 15 
PNR 6. hid co tel cies cee orei alas Ae eee FE 
SS eee ee eer 15 
PORE TAMRON sak 5.5 2 o5,0's 0 esas 9 
SeGth DAROUR® . 650 s-6o do clec es eee 13 
CMON Si Sc "sh. 3h ado aehte 4764 15 
pS ES ee re a eer 11 
MMI oo tot 8 aca 5, sacuiaae ina ae Oo 17 
LO OO eer ere LF 
Vo er eascrr rae toe 11 
WERE VERS IIIA 5 oie). sti 0:0 5 je 0508 0 it 
North) Carona «ccc. ccc ces 7 
South’ Caroling .. ....ccieccene Yj 
Mere OMNES oo Cres, ss opu & 41s, ealSinl alee 9 
PIE Soni Aan acc dnnaaces 12 
IONE IE oss Siam ksracsvaue a.eeeen ss 9 
PERN oi sor 8 ccm Baste ed Ro oles 9 
MPAs os 5, 58.0 osha ets 5 
IIR oi 5 ecsharsis o.s.ds Ks mees 5 
RTE eo oc aco Saya alm Ec oe 6 
DEMEE s ho a5 sce coe mee ys 9 
GIN eo os kc omnes oY 8 
oo SR eee ae raat 8 
MEME Sai sw ciclen wKKeds a6 as 16 
SO ee er reer 12 
MPO REME 5) 5)clca/s.0-0-00 iepe Saye wes 14 
NN) Sc icceinicr a aoe yip-stiteloaus 12 
INN RMIOOS 2.65 a1e.6 cain a acd o: 5 
ROM sche. ctihs apace wes 6 
UUMINEE co Reos Sra i andicynin e aeel ne & 13 
I POS ot re aate we sidlons av 140 
NONE 600 5.550 Rios 5 cisho's, 2 « 19 
PHORM 6 56ers. 0s Lia, oslo sere eintee's 16 
CTIIEIEL 6 oso.c ote 8 ooo eles Claisine 10 

UIMIROE SAMOS woo okie so we Sues 13 


German Government Will Force 
10% Price Cut on Some Articles 


As a further step to force down re- 
tail price levels, says the New York 
Times, the German Government will 
shortly decree a uniform cut of 10 
per cent in the price of food products, 
proprietary and pharmaceutical arti- 
cles, trade-marked package goods, 
kitchen utensils, hardware and other 
household commodities which have 
been sold under rigid price agreements 
between wholesalers and retailers. 

The government’s draft of the ordi- 
nance calling for the 10 per cent re- 
duction has been submitted to the 
Federal Economic Council, which 
passes on bills of an economic or so0- 
cial nature before they are submitted 
to the Reichstag. Its opinions usual- 
ly are followed by the government. 

The retail prices prevailing on July 
1, 1930, will constitute the basis for 
the new levels. The manufacturers 
will have fourteen days in which to 
obey. If they refuse, the legal price 
protection to which they are now en- 
titled will be revoked. Manufactur- 
ers and jobbers will each take 4 per 
cent of the cut and the retailer will 
take 2 per cent. 
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KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 
KANSAS CiTy, Jan. 20. 


ANUARY is, as usual, somewhat 
J off in general volume, but the 

slackness is expected, and it is 
hard to judge the real condition of 
business for that reason. Lately, 
however, there have been concrete in- 
dications that the ball may start roll- 
ing before long. A good sign of re- 
covery is the fact that the automobile 
industry is beginning to hire more 
men. What benefits general society 
receives from that cannot help but be 
passed on to numerous other indus- 
tries. Each instance of the employ- 
ment of labor helps to strengthen the 
optimism of hardware men about the 
possibilities for the coming year. The 
sentiment throughout the trade is 
improving, and must be either a cause 
or an effect of a condition that is 
slowly but surely gaining momentum. 


TREND OF DEMAND 


Electrical appliances continue to en- 
joy a good demand in spite of the 
holiday let-down. Some athletic goods 
are moving out well, though -in- most 
items business is quiet. Open 
weather has permitted tennis, golf- 
ing and baseball to be continued far 
past the normal closing date for them, 
and in this way mild weather has fa- 
vored the demand on _ wholesalers’ 
stocks. Dealers are pushing wheel 
goods vigorously in an effort to close 
out on them while the weather per- 
mits. The demand for anti-freeze 
solutions and alcohol has suffered for 
want of cold weather. There is a 
moderate call for storage batteries 
and some other automobile needs. 
Thus far the tire chain trade has been 
held back on account of the weather. 


WEATHER FACTOR 


It is a question whether the rest of 
January and February will be mild or 
whether winter will actually set in. 
In the former event, it will be a bad 
thing for seasonal goods, though some 
items will profit by it. In case there 
is yet to be plenty of snow and cold 
weather, hardware men expect to do a 
further volume in sleds and other 
goods for which the demand up to 
now has not been very well sus- 
tained. In most cases the youngster 
who received a sled or skates for 
Christmas has not had a chance to use 


them. 2 
ICE SKATES 


Ice skate business seems to be 
about normal in spite of comparative- 





AT A GLANCE 


Concrete indications have 
developed, pointing to an im- 
provement in business in the 
near future. A better senti- 
ment is in evidence in the 
trade. 

* 8 & 

Electrical appliances are in 
good demand. Winter sport- 
ing goods are active. Mild 
weather has retarded the 
movement of some seasonal 
lines. . 
* 8 & 

Ice skate business seems to 
be about normal, despite un- 
favorable weather conditions. 
Interior paints are quite ac- 
tive. Window glass is in bet- 
ter demand. 

* 8 & 

Ammunition prices have 
dropped ten per cent. The 
status of the credit situation 
is unchanged. 











ly unfavorable weather conditions. 
This year the shoe skate is finding ad- 
ditional popularity. A pair of the 
new style tubular skates complete 
with shoes does not cost a great deal 
more than a good pair of ordinary 
skates used to cost, and for this rea- 
son many of them are being sold. 
/ 


PAINT DEMAND 


One paint distributor here says that 
while outside work is going on very 
quietly, considerable volume is being 
done in varnishes, enamels and other 
paints for inside decoration. Paint- 
ers are naturally hesitant about start- 
ing an outside job in the face of pres- 
ent unseasonable weather in the fear 
that it will not last long enough for 
the completion of the job. Oil and 
turpentine prices are at a very low 
level, and are fairly steady, with pros- 
pects for an upturn. White lead is 
sluggish, but it usually is this time of 
the year. 


WINDOW GLASS 


Window glass sales have mounted 
appreciably in the last month, and 
with glass there is the usual call for 
putty. Other odd jobs around the 
home besides glazing are responsible 
for more or less demand in small tools 
and miscellaneous shelf hardware. 


Upturn Appears Likely Soon 
Trade Sentiment Has Improved 


AMMUNITION PRICES 


Not long ago it was announced that 
gun and ammunition prices would suf- 
fer a cut. This has materialized, and 
now it is reported that there is a 10 
per cent- drop in all ammunition 
prices, with reductions of more or less 
importance in firearms. The Winches- 
ter model 97 and the model 1912 shot- 
guns show a very noticeable decline, 
and there is some reduction on the 
Remington model 52 rifle equipped 
with beaver tail fore end. What effect 
these new prices will have on the 
trade remains to be seen. All price 
cuts are being carried clear to the 
consumer. 


HUNTING GOODS 


Lack of snow to make good rabbit 
hunting has slowed up activity in 
cartridges and shells. About the only 
game to shoot at now is the clay 
pigeon. A new trap gun, recently 
placed on the market, is quickly prov- 
ing a popular seller. It is made to 
throw 43 targets into the air without 
reloading. Sales of this item open up 
a wider field of possibilities in tar- 
gets, guns and ammunition. 


COLLECTIONS 


Collection men report conditions 
about the same. They do not expect 
a great deal this time of the year, 
when even under normal conditions 
money does not flow any too rapidly. 
Like general business, collections can- 
not be expected to gain momentum 
until after sales begin to show a sub- 
stantial increase. 


E. C. Atkins Publishes “Atkins 
Saw Book for Home Craftsmen” 


E. C. Atkins & Co., Inc., Indianapolis, 
Ind., has published a 32-page booklet en- 
titled “The Atkins Saw Book for Home 
Craftsmen,” which is distributed at 10c. 
per copy. Bulk prices on the book for 
dealers may be obtained from the Atkins 
company. In addition to such interesting 
and valuable subjects as Starting a Home 
Shop, The Home Workshop, and How 
to Select Your Tools, there is a descrip- 
tion of the various types of Atkins Sil- 
ver Steel Saws, together with illustrations 
of them. Diagrams show the use of saws 
and other tools in making various joints, 
etc. Other booklets offered by the com- 
pany are illustrated and described in the 
saw book. The rear page has a table of 
contents. 
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LOS ANGELE 


OCAL statistical records avail- 
L; able at the close of the year 
show that the important indus- 
trial and commercial groups have held 
up very well, particularly when com- 
pared with the averages over the past 
five years. A continuous increase in 
population is reflected in many other 
lines of business endeavor and the 
local depression was not so marked at 
any time as in many of the other 
larger cities. 


BANK DEBITS INCREASE 


Bank debits for December showed a 
good increase over November, bring- 
ing the year’s total up to within 15 
per cent of 1929; stock exchange 
transactions were nearly double those 
of November. Employment, accord- 
ing to the Industrial Index, dropped 
slightly, due to declines in two ma- 
jor industries, motion pictures and 
rubber. 


BUILDING PERMITS 


Building permits showed a gain of 
9 per cent over November, bringing 
the total for 1930 just short of $75,- 
000,000, which figure, of course, does 
not include a large volume of non- 
permit construction. Postal receipts 
for the year 1930 were the greatest 
in the history of the Los Angeles post 
office. 


AGRICULTURE 


Agricultural returns to southern 
California, as a whole, will equal the 
1929 return, from preliminary esti- 
mates, largely due to record return 
for citrus fruits, which represent 
about one-third of the district’s agri- 
cultural worth each year. Livestock 
were bringing somewhat better prices. 
Water commerce showed a total for 
the year better than the national av- 
erage. 


EMPLOYMENT 


With sizable declines in two indus- 
trial groups during the month, the in- 
dex of employment dropped slightly 
during December, to reach a figure 
of 73.6, which is the second low point 
of the year. 

The declines were in motion pic- 
tures and rubber products. In spite 
of a temporary shut-down in fish pack- 
ing plants, the food products group 
took a moderate jump. Other groups 












showed little change of any conse- 
quence from their November position. 

Compared with a year ago, all lines 
show various amounts of decrease. 
The smallest declines took place in 
wearing apparel and in printing and 
lithographing, with the biggest drops 
taking place in motion pictures, mill- 
work and iron and steel. Oil field em- 
ployment at the present time is be- 
hind that of a year ago by about 10,- 
000 men. 

The year 1930 has been character- 
ized by fairly steady employment, al- 
though at levels considerably below 
those of previous years. At no time 
during the past twelve months has the 
index dropped below 70 or gone above 
90. This absence of wide fluctuation 
may be taken as evidence of a general 
stability of the industrial situation 
here. 


CONSTRUCTION 


Melville Dozier, Jr., manager of the 
Southern California Chapter of the 
Associated General Contractors, re- 
ports: “Although the volume of con- 
struction for the past year, both in 
the building and engineering fields, 
fell somewhat below the 1929 figure, 
constructors, some at least, feel that 
1930 business was, considering the 
general downward trend in the busi- 
ness curve, good. 

“Speculative building during 1930 
was held to a minimum, work being 
confined to the type of buildings for 
which there was a demand. Street, 
highway, bridge, sewer and other en- 
gineering construction was held to 
those projects that were well under 
way at the close of 1929, and such 
other projects that were of major im- 
portance and for which there existed a 
dire necessity. 

“The outlook for a fairly good year 
in 1931 is satisfactory. There are a 
number of large building projects in 
sight for the downtown section of Los 
Angeles; a sizable volume of commer- 
cial and industrial buildings pro- 
posed; a demand at the present for 
single and double family dwellings 
will stimulate this class of construc- 
tion. 

“Los Angeles County has a $6,000,- 
000 road, sewer, storm drain, orna- 
mental lighting and water works pro- 
gram for 1931; the City of Los An- 
geles has a program aggregating $17,- 


» Building Permits Have Shown Gains 
*Year’s Postal Receipts Set New Record 


000,000, which includes streets, $9,- 
000,000; sanitary sewers, $2,500,000; 
storm drains, $2,000,000; bridges and 
viaducts, $1,900,000; and tunnels,. $1,- 


500,000. These figures above do not 
include proposed building construction 
contemplated next year, which will 
swell the 1931 figure a few million.” 


WHOLESALE PRICE TRENDS 


Additional commodities reached the 
low point during the month of De- 
cember, although the general average 
of wholesale prices remained stable 
around 83. Except for certain com- 
modities on which there is still a long 
supply, any slight demand should 
bring improvement in prices. 


RETAIL SALES 


Retail sales and trends have been 
slow throughout the year, and De- 
cember, the holiday season, did not 
show the usual seasonal increase. 

While retail sales have been slow, 
inventories are down, and prices are 
low, so that only a small impetus is 
needed to start an upward trend. 


AGRICULTURE 


The new year always brings forth 

a heavy demand for data on farm 
production and price during the 
twelve month period just closed. 
* While it is entirely too early to give 
authoritative information, it is evi- 
dent that southern California agricul- 
ture as a whole has maintained its 
1929 level in farm income, largely be- 
cause of the record return for citrus 
fruit. These crops, which represent 
about one-third of southern Califor- 
nia’s agricultural worth each year, 
reached the record return of $135,000,- 
000 last year, or over $16,000,000 
more than in 1929. This increase in 
citrus fruit offsets lower returns in 
other crops. 

In a general way, 1930 can be char- 
acterized as a year of below normal 
prices in California agriculture, due 
to economic conditions in the principal 
markets for Golden State products. 
It was a year of lowered costs in pro- 
duction, however, and one during 
which many moves making for sta- 
bilization in agriculture were effec- 
tive-—Los Angeles Chamber of Com- 
merce. 
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CLEVELAN 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, Jan. 20. 
OBBERS report a moderate gain 
this month in the demand for 
hardware. Retailers are filling 
in stocks following inventories and 
business is largely in staple merchan- 
dise covering a wide range of prod- 
ucts. Retail merchants started the 
year with low stocks and while they 
are buying conservatively, some of 
the orders are for so many lines that 
in the aggregate they are of good 
size. While seasonal merchandise for 
spring is showing more life, it has 
not become brisk. Jobbers are en- 
couraged by the volume of business 
so far this month, although the in- 
dications are that their January sales 
will be somewhat below those of the 
same month last year. However, the 
hardware trade did not feel as much 
effect of the business depression in 
the early months of 1930 as it did 
later in the year. 


ACTIVE MERCHANDISE 


Seasonal merchandise that is show- 
ing more activity includes wire cloth 
and poultry netting and steel goods. 
A good demand for the latter is ex- 
pected during the coming spring. 
Advance sales of garden seeds have 
been good. Poultry supplies are start- 
ing to move and orders are beginning 
to come in from the maple syrup dis- 
tricts for syrup cans. Galvanized 
ware is now quite active. Not much 
winter merchandise is moving as the 
season for sleds, skates and game 
traps is about over. 


PRICE REVISIONS 


Hardware prices are being well 
maintained. A number of price 





AT A GLANCE 


Jobbers have reported a 
moderate gain this month in 
the demand for hardware. 
Retailers appear to be filling 
in their stocks. 

* & & 

Seasonal merchandise is in 
improved demand. Spring 
merchandise is quite active on 
future orders. 

* # & 

Several reductions are ef- 
fective on important lines. 
Wholesalers report that col- 
lections are good in spite of 
general conditions. 

* 8 % 

There has been a slight im- 
provement in industrial condi- 
tions. Public work is expected 
to stimulate activity in some 
industries. 











changes on- important items were 
made during the week. Most of these 
were reductions. Malleable and cast 
iron fittings have been reduced about 
15 per cent. Malleable fittings are 
now quoted by jobbers at 36 and 10 
per cent off list and cast fittings at 
30 and 10 per cent discount. Stand- 
ard brass and iron body valves have 
been reduced 5 per cent. There has 
been a general price readjustment on 
tires and tubes by leading tire man- 
ufacturers. While reductions are not 


, Jobbers Report Moderate Gain 
$ Seasonal Goods Are More Active 


uniform by all makers, they range 
from 5 to 12 per cent. 

Ammunition has been marked down 
10 per cent. New prices are out on 
stove pipe and elbows for the coming 
season. A reduction of about 7% per 
cent is made on stove pipe. Elbows 
are unchanged. One line of hammers 
has been reduced 7% per cent and 
other reductions are looked for. 
Steel fence posts have been advanced 
about $3 a ton. These per 100 are 
now quoted as follows: 6-ft., $31.50; 
6%%4-ft., $34.02; 7-ft., $35.43; 714-ft., 
$38.87; 8-ft., $41.22. These prices 
are for mill shipment either f.o.b. 
Cleveland or Pittsburgh and also out 
of stock. 


COLLECTIONS 


Jobbers report that collections are 
good in spite of present industrial 
conditions. 


IMPROVEMENT NOTED 


There has been a slight improve- 
ment in the industrial situation in 
this territéry this month. In Cleve- 
land there has been a slight increase 
in employment. The large amount 
of public work including road build- 
ing that will be started early in the 
year is expected to prove quite a 
stimulus to a gain in activity in some 
industries. 

Manufacturers of such lines as con- 
crete mixers and other road building 
equipment are getting busier. Man- 
facturers of power shovels have re- 
ceived some very good orders during 
the past week or two. Some of the 
local forging and stamping plants 
engaged in the manufacture of auto- 
mobile parts have increased opera- 
tions somewhat. 





NEW MEXIC 


normal, slightly in advance of 

same time a year ago. Cash re- 
ceipts are approximately the same as 
last year’s figures. 


V west, of retail sales is about 


CONSTRUCTION 


Construction of $1,000,000 Federal 
building in Albuquerque has started. 
Natural gas line to Albuquerque com- 
pleted and now being serviced. Sewer 
and storm sewer extensions being laid 
in Albuquerque. Middle Rio Grande 
Conservancy District working 935 
men and construction going ahead 
rapidly. Clovis completed fifty blocks 
of pavement this year and another 
program of forty-two blocks under 


way. Public improvement active 
throughout the State generally. 


AGRICULTURE 


Large wheat acreage sown on east- 
ern plains now up to excellent stand. 
Moisture conditions excellent. Fall 
lettuce has done well in the Mesilla 
Valley. New Mexico had a fair agri- 
cultural season this year and pro- 
duced over 100,000 bales of cotton, the 
largest crop so far in the State’s his- 
tory. 

Cattle and sheep raising in fair 
condition, but limited demand and low 
prices. Total shipments of cattle 
during November were 116,800 head, 
about 4000 head short of November, 


1929. Range conditions fair to good, 


Retail Sales Volume About Normal 


$ Public Improvement Programs Active 


with prospects of stock wintering 


well. 
MINING 

New Mexico coal mines produced 
less in 1930 than in 1929, but more 
men were employed, namely, 3479 
daily average in 1930, against 3107 in 
1929; 2,083,073 tons of coal were 
mined in 1930, against 2,632,165 in 
1929. Metal mines curtailing produc- 
tion, especially copper. Hobbs oil pool 
has now reached a potential produc- 
tion in excess of 1,000,000 barrels 


daily. 
BANKING 
Banks throughout the State reported 
in excellent condition. Edgar Knight, 
secretary, Albuquerque Chamber of 
Commerce. 
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N EW YOR A Current Demand Shows Improvement 
@ Some Price Reductions Effective 


NEw YoRK, Jan. 20. 


INCE the first of the year, con- 
S ditions in the metropolitan hard- 

ware market have improved, 
which lends credence to the belief 
being expressed by economists to the 
effect that the long expected upturn 
is showing some indication of mate- 
rializing. There is no question but 
that a better sentiment prevails at the 
present time than for many months. 
Another still more definite indication 
of improvement is the actual increase 
in the demand for hardware.. Some 
local jobbers declare that sales, so far 
this month, are running ahead of the 
corresponding period of'a year ago. 
While the current demand is by no 
means brisk, it is appreciably im- 
proved and there seems to be a feeling 
that a gradual and steady gain will 
develop during the balance of the 
year. Basic conditions: industrial 
activity and employment conditions, 
especially, are showing improvement 
and these factors are instilling a 
greater degree of confidence. One of 
the greatest obstacles toward im- 
provement, according to most hard- 
ware wholesalers, is the weak price 
tendency apparent in some lines. 
When prices begin to show strength 
it is the consensus of opinion that 
larger and more numerous orders will 
result. is 


STATE EMPLOYMENT 


Factory employment in New York 
State took a further drop of 4 per 
cent from November to December, ac- 
cording to Frances Perkins, State 
Industrial Commissioner, which brings 
the index number down to the un- 
precedented low level of 77.5. 

Of the eleven industrial groups only 
the pulp and paper, printing and 
paper goods and chemical, oil and 
paint divisions were able to hold their 
November forces. The heaviest cuts 
were made by manufacturers of tex- 
tiles, clothing and food products. 
Some of the metal industries and 
practically all wool and leather goods 
manufacturers also showed big de- 
creases. 


FEDERAL BUILDING PROGRAM 


Rapid progress is being made on 
the Federal building program in New 
York and New Jersey, involving an 
expenditure of $57,377,400, according 
to reports submitted recently to the 
President’s Emergency Committee for 
Employment by the Treasury Depart- 
ment. 

Contracts already let, involving $7,- 
255,000, cover the Federal building in 
Brooklyn, the Assay Office in New 
York and post offices at Peekskill, 
Watertown and White Plains. The 
Brooklyn building will cost approxi- 





AT A GLANCE 


Since the first of the year 
conditions in the New York 
hardware market have im- 
proved. A somewhat better 
demand prevails and the sen- 
timent of the trade is more 
optimistic. 

* % & 

It is the general belief that 
a gradual improvement can be 
expected during the balance 
of the year. The instability 
of prices appears to be the 
greatest obstacle. 

* £ #8 

Employment in New York 
State dropped four per cent 
in December, but has shown 
some gain since. Federal 
building projects, involving 
a huge sum, will benefit the 
local trade territory. 

* #8 & 


Several price reductions 
have been announced by man- 
ufacturers. The collection sit- 
uation is considered fairly sat- 
isfactory and improvement is 
expected. 











mately $2,700,000 and the New York 
Assay Office $3,765,000. 

Projects involving $22,000,000 are 
now at the stage of preparing or rout- 
ing drawings or preparing specifica- 
tions, including a warehouse in New 
York to cost $414,000, and post offices 
at Fort Plain, Bath, Lyons, New- 
burgh, Oneida, Staten Island and 
New York. The projects for New 
York include a parcel post building 
to cost $11,000,000 and a post office 
annex to cost $9,500,000. 

Sites acquired, accepts, awaiting 
title or under condemnation proceed- 
ings involve $7,968,000. 

Site reports have been received on 
a number of projects, totaling $9,330,- 
300, including the Vesey Street, New 
York, site for the Federal office build- 
ing $5,000,000, the site for the Fed- 
eral court house, $2,450,000, and the 
site for the Rochester post office, 
$1,525,000. 

With this work augmenting the 
usual construction projects it would 
appear likely that a better demand 
for builders’ hardware, tools and 
similar merchandise will be in better 
demand in the near future. Estimates 
of proposed construction, which have 
been made, also indicate more res- 
idential construction this year than 
during 1930. 


IN ACTIVE DEMAND 


Ice skates, hockey sticks, window 
ventilators, radiator and_ register 
shields, oil and electric heaters and 
similar cold weather items are enjoy- 
ing a good demand. House wares 
continue to move in an active fashion. 
Interior paints are moving in good 
volume. Staple lines for the most 
part are moderately active. Glass 
substitutes, small electrical parts and 
lamps, and stove goods are also on 
the active list. Prepared roofing and 
builders’ paper are fairly active. 
Essential items for the home of the 
type that require frequent replace- 
ment or renewing are relatively in 
better demand than the class of goods 
which come under the luxury or con- 
venience classifications. 


ELECTRICAL GOODS 


To judge from the demand for 
electric clocks this line is enjoying 
a brisk sale in retail hardware stores. 
Wholesalers report the demand for 
flashlight and radio batteries is ex- 
cellent and electric light bulbs are 
selling briskly as is usual at this 
season. The need for artificial light 
is much greater at this time of the 
year, due to the short day-light hours. 
Radio tubes are in improved demand. 


PRICE REVISIONS 


Several price revisions have become 
effective, but the majority of the 
changes are of minor importance. 
Among the most important was the 
recent 10 per cent decline announced 
by ammunition manufacturers, which 
applies to loaded shells as well as 
cartridges. Sash cord quotations have 
been lowered from 1c. to 3c. per 
pound, according to quality. Prices 
on Maydole hammers have been sub- 
stantially reduced. Germantown ham- 
mers and hatchets are also being 
offered at priees considerably under 
those which have prevailed. Many 
local wholesalers have made numer- 
ous slight adjustments in prices and 
most of these are toward a fractional- 
ly lower basis. 


COLLECTIONS 


The credit situation is practically 
unchanged. Wholesalers, as a rule, 
have been more cautious in granting 
credit than most dealers and as a 
result very little complaint is heard 
from jobbers on this score. On the 
other hand many dealers assert that 
their customers are slow in meeting 
their obligations and in instances are 
unable to meet their bills at all at 
the present time. Considering general 
conditions, the average of collections 
is deemed fairly satisfactory and im- 
provement is anticipated. 
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ARIZON 


pointing, the brighter spots be- 

ing Winslow, Clifton and Mo- 
renci. In the Mesa area, payment is 
expected late in March on the com- 
pensation certificates given growers 
in the non-cotton quarantine zone. 
This should help retail sales in near- 
by cities. Collections generally are 
poor to fair. 


CONSTRUCTION 
Building continues at almost normal 
rate. A new office building will be 
started Feb. 1 at Phoenix by the Val- 
ley Bank. Winslow will shortly offer 
bonds for 76 blocks of paving. 


EMPLOYMENT 


New construction projects in Cen- 
tral Arizona promise an increase in 


C HRISTMAS business was disap- 


BOSTON: 


(Boston office of HARDWARE AGE) 
BosToNn, Jan. 20. 
ORE and larger individual 
M sales are reported by shelf 
hardware jobbers. The great 
bulk of buying embraces the general 
line of merchandise. Bread mixers, 
door knobs, wall brushes, crosseut 
saws, ice tongs, putty, floor and wall 
brushes, stove lining, soot destroyer, 
utility dishes, carriage bolts, pruning 
saws, harness snaps, copper rivets 
and burrs, skate straps, steel and 
copper tacks, flashlight batteries, 
turkey feather dusters, door mats, 
glue, sleds, sponges, stove pipe, wire 
nails, screw drivers and countless 
other items represent the retailers’ 
needs. 

The volume of buying strongly sug- 
gests that retailers have taken stock 
and have found supplies of numerous 
items sorely depleted. While retail- 
ers in general are optimistic régard- 
ing 1931, they say current business 
with them is not above normal. It 
is encouraging to note, however, that 
jobbers’ sales are running quite a 
little ahead of January, last year. 
Sentiment both in wholesale and re- 
tail circles is that business this 
spring will be good. 


BUSINESS BOOSTERS 


There is no question but what New 
England dry goods stores have been 
the biggest business boosters and 
confidence restorers. Through the 
medium of January sales they have 
restored public confidence and are 
doing a very much larger business 
than they did a year ago. It is no 
secret that a majority of department 


employment, but only Arizona resi- 
dents will be given jobs. 


AGRICULTURE 


The U.S. Department of Agriculture 
survey shows that all major crops 
will be larger than for last year, early 
spring lettuce being the only excep- 
tion. Total cash receipts will be 
lower, however, due to lower prices. 
The late lettuce crop acreage is about 
one-third less than last year. Cotton 
picking is progressing satisfactorily 
and will be completed by Feb. 1. 
Citrus prices are not up to expecta- 
tion and demand is lagging. Frost 
has caused some slight damage. 

Range conditions are splendid. 
Livestock prices, however, are low and 
not profitable. 


¢ Major Crop Yields Will Show Gain 


¢ Construction Has Near Normal Pace 


MINING 


Mining conditions are unchanged. 
The 12c. price on copper has been re- 
duced by custom smelters. United 
Verde Extension has let contract for 
new shaft at Vulture mine near Wick- 
enberg. Other new development work 
is being planned. Four and five day 
work weeks are the rule. 


. BANKING 


The Arizona Central Bank, operat- 
ing at Flagstaff and other northern 
Arizona cities, has been purchased by 
Los Angeles capitalists, and head- 
quarters will be moved to Phoenix 
early in 1931—M. E. Bemis, of 
Phoenix Chamber of Commerce. 








AT A GLANCE 


Long list of standard mer- 
chandise being shipped by 
jobbers. 

* # & 

Department stores have 
been the best business boosters 
this month. 

* * % 

1931, according to predic- 
tion, to be a year of keen com- 
petition. 

* 8 # 

Large sums of money for 
construction to be spent in 
New England this year. 











stores mark up goods before Christ- 
mas and then mark them down in 
January to the former basis. 

But the markups before Christmas, 
1930, were confined very largely to 
items that managers felt certain 
would sell at least moderately well, 
such as gloves, ladies’ underclothes, 
neckwear, etc. There was little dis- 
turbance in prices for overcoats, suits, 
dresses and other slow selling mer- 
chandise. But for January sales 
prices on slow selling items were 
slashed, and cut deeper than usual 
on other items mentioned. Then too, 
department stores have been able to 
pick up good merchandise at low 
prices on which money has been 
doubled, and at the same time the 
public convinced that bargains were 
offered. 


Orders Increase in Size and Number 


Sales Are Running Ahead of Year Ago 


PUBLIC FROM MISSOURI 


While sentiment in industrial fields 
is much more hopeful than it was 
two months ago, business concerns 
are by no means out of the woods, 
and nobody appreciates that fact 
more than does the average worker. 
Naturally the worker is from Mis- 
souri when it comes to spending his 
or her closely guarded cash holdings. 
Money is being spent in volume only 
when the buyer is convinced the 
article offered is a bargain, or when 
necessity demands. The department 
stores may or may not be making 
money, but at least they are succeed- 
ing in loosening the purse strings of 
the public. 


MANUFACTURERS’ VIEWPOINT 


Manufacturers in general fully 
realize what confronts them in 1931. 
To illustrate, W. C. Mattox, advertis- 
ing manager of the Walworth Com- 
pany, in speaking before the Adver- 
tising Club of Boston last week said 
that more than $160,000,000,000 is 
spent yearly in business, of which 
$140,000,000,000 is used in industrial 
business. He predicted that 1931 will 
be a year of keen competition, and 
that the strong man, if he holds his 
position, will do so at a sacrifice of 
profit. 


BUSINESS OUTLOOK 


If the amount of money to be spent 
in New England by government, 
State, municipality and private corpo- 
rations during 1931 can be judged an 
indication, business should be good 
this year. This year the government 
has signified its intention of spend- 
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ing $1,658,600 on eight projects in 
Maine; $735,000 on four New Hamp- 
shire projects; $1,109,600 on 12 Ver- 
mont projects; $13,585,000 on 22 
Massachusetts projects; $780,000 on 
four Rhode Island projects; and 
$4,775,000 on eight Connecticut proj- 
ects. That aggregates $22,643,000 
for the 58 projects. 

Amounts to be spent by the New 
England States this year will, in all 
probability, equal that to be spent 
by the Government, and almost every 
New England municipality of any 
consequence has rather elaborate con- 
struction ideas in the process of for- 
mation, most of them to be decided 
upon in March. Then, too, most in- 
dustrial companies coming into direct 
competition with the Middle West and 
South fully realize that many millions 
of dollars must be expended for equip- 


ment and layout if they are to sur- 
vive. So in the final analysis it looks 
as though money would fly around 
New England almost in the same 
volume as it did in war days, and 
that should materially modify un- 
employment and create a horde of 
money spenders. 


PRICE INFORMATION 


No important price changes are 
reported this week by jobbing houses. 
Those few unimportant changes that 
have been made for the most part 
were on the down side. In contrast, 
however, the undertone of the market 
for wire nails, fencing and similar 
mill merchandise appears somewhat 
firmer. By that it is meant that one 
hears of little if any price cutting by 
the individual wholesaler. 


COLLECTIONS 
The credit situation appears 
fairly comfortable today. Hard- 
ware jobbers have succeeded in 


rounding up a lot of back bills, and 
the prompt payers long ago settled 
for their December purchases. To be 
sure there are always slow accounts 
hanging over the market, but as 
compared with a year ago they are 
actually fewer in number. 


BANKING SITUATION 


Banking institutions, a month or 
so ago inclined to listen to people 
who wanted to borrow money, ap- 
parently have tightened up again. 
Some of them intimate that the coun- 
try banking situation, that is the 
small city and town banking situation, 
is still disturbing. 





CHICAGO: 


(Chicago office of HARDWARE AGE) 
CuHIcaGo, Jan. 20. 


ONTRARY to some _ opinion, 
mercantile morale among many 
retail hardware men in this 

part of the country is high. This 
seems especially true of city dealers 
whose relative position has been dis- 
advantageous. Despite the prevalence 
of unemployment, which is ‘currently 
getting the benefit of some relief, the 
urban retailer is, on the whole, at- 
tacking his problem with courage. At 
a recent gathering of Chicago dealers 
scarcely a pessimistic word was 
uttered. Good nature prevailed and 
there was no evidence of a disposition 
to let down. In their stores most of 
the city dealers here are making the 
utmost effort to merchandise their 
goods. If there is any difference at 
all, their feeling seems a bit healthier 
than that of the average wholesaler 
and manufacturer. 


CONSTRUCTION 


Lack of building accounted for 
much of the loss in hardware volume 
last year—that and price reduction. 
A few hardware dealers report more 
unit sales in 1930 than in 1929. Gen- 
erally speaking, however, the number 
of customer-calls in retail stores was 
less. Staffs and salaries were cut, 
although not invariably. Suburban 
building in the Chicago area fell off 
55 per cent, as compared with 42 per 
cent, the accepted loss for the country 
as a whole, reported by one of the 
large manufacturers of insulating 
material. The 1930 total for 45 Chi- 
cago suburbs showed a building vol- 
ume of $32,082,574 against $72,588,- 
947 for 1929. For December the 
volume for the same suburban area 
was $2,009,614 as compared with $1,- 
636,684 for November. This repre- 





AT A GLANCE 


Morale of the Chicago 
hardware trade is high. Lack 
of building accounted for 
much of the loss in hardware 
volume last year. 

* £ # 


The outlook for field and 
poultry fencing seems bright. 
Electrical accessories are ac- 
tive and retailers are showing 
increased buying interest. 

* * & 

Timber-cutting tools are en- 
joying an excellent demand. 
Nails and wire are increasing- 
ly active. More carload buy- 
ers are in the market. 

* 8 & 


Painting materials are mov- 
ing in a good and steady 
stream. Some declines are 
effective. Ammunition prices 
have dropped ten per cent. 











sents an early winter increase of 18 
per cent, which may be regarded with 
considerable comfort. In the Chicago 
district 224 industrial plants of all 
sizes were erected; in 1929 the num- 
ber was 337. 


FENCE DEMAND 


The outlook for field and poultry 
fencing seems bright. Already these 
lines are showing real briskness and, 
from present indications, there is 
little doubt that the spring months 
will bring lively selling. According 
to most reports, dealers’ stocks are 


Morale of Trade High and Healthy 
Increased Building Activity Indicated 


virtually exhausted. Rural and semi- 
rural interest in poultry raising con- 
tinues unabated. As for field fencing, 
more farms than ever are in urgent 
need of fence repairs which for sev- 
eral seasons have been repeatedly 
postponed. 


ELECTRICAL GOODS 


Electrical accessories are active and 
most retailers indicate increased buy- 
ing interest. Since many electricians 
and other mechanics are still out of 
regular work, they are picking up 
what odd jobs they can; thus the 
wiring and lighting systems in num- 
erous homes are being extended, 
improved and repaired. Manufac- 
turers are advancing brass sockets 
five per cent. No other recent price 
changes have gone into effect in this 
line. However, figures on electrical 
wire are firm, with some indications 
of an advance in the near future. 


TIMBER CUTTING 


Considerable timber-cutting must 
be under way throughout the coun- 
try. Choppers’ wedges and mauls 
have been moving heavily. Activity 
in chopping axes has been largely 
confined to the popular priced grades; 
however, plenty of industrial cutting 
is also in progress. The volume of 
wedges and mauls has been fully up 
to that of one and two years ago. 
Recent small advances on solder and 
babbitt metals reflect the substantial 
recovery of tin prices; since mid- 
December they have risen more than 
three cents a pound. 


NAILS AND WIRE 


Nails and wire are increasingly 
active. A significant trend is shown 
by the growth of inquiry and ordering 
on the part of the larger carload 
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buyers, who for months have been 
buying in hand-to-mouth fashion. 
These buyers are now taking on 
liberal stocks for early spring, in- 
dicating that at least a mild revival 
of building activity is to be expected. 
Contractors are expecting more activ- 
ity next month. Despite these early 
signs of revival, builders’ hardware 
volume is still low. 


PAINTING MATERIALS 


Paint business in the retail stores 
is yielding a steady stream of volume. 
Though not large, it is dependable. 
Retail stocks in general are well as- 
sorted. The long expected decline in 


the price of white lead has come; the 
reduction is one-half cent per pound. 
Linseed oil, too, is weakening. Many 
spring orders have been held up pend- 
ing the change. Jobbers are now 
taking orders for immediate delivery 
with spring dating, price guaranteed 
against decline. 


AMMUNITION 


Ammunition prices have dropped 10 
per cent. Wholesale men here believe 
this decline is almost sure to give 
impetus to future buying. On the 
new market dealers are expected to 
specify rather freely, at any rate for 


their normal requirements. Jobbers 
report that ammunition futures are 
beginning to come in, but it is still 
much too early to measure current 
volume against that of the fore part 
of 1930. The Winchester Repeating 
Arms Co., too, has announced sub- 
stantial reductions on its line of fire- 
arms. The decline is uneven. Am- 
munition men estimate that in all 
likelihood it will average ten per cent 
when the revisions on all items are 
fully considered. The most important 
Winchester change is on the Model 97 
hammer repeating shotgun now of- 
fered to retailers at $22.80 each to 
resell at $28.50. 





TWIN C 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Jan. 20. 

‘é | HERE appears to be a distinct 

upward turn in the amount of 

business being transacted in 
many lines in the Northwest territory 
served by the Twin Cities. While 
this may be stimulated by the fea- 
tured January sales in the larger de- 
partment stores, there is still the im- 
pression that business is improving 
in general. The first of the year has 
been turned—the time at which many 
people have predicted that conditions 
would show an improvement.. The 
psychological effect of this attitude 
of mind during the past few months 
apparently has the effect of actually 
starting the wheels of industry to 
some extent. 


GAIN INDICATORS 


This is reflected in the stock mar- 
kets here. Securities show some ad- 
vance over the prices quoted the first 
of the year. The advance, while not 
large, seems to be stable, with little 
evidence of reversal. Savings records 
show a tendency to hold to high 
records, which may not be quite so 
good an indication of the return to 
better buying habits of the people in 
general. Money which has formerly 
been spent in many ways has, during 
the past year, been placed in savings 
accounts, awaiting the time when it 
seemed wise to purchase, and to make 
improvements. 


PRICES ATTRACTIVE 


Commodity prices are at a low 
point, and merchandise in many lines 
is being offered at attractive prices. 
It is the task of the merchants now 
to educate the public to the fact that 
never in recent years could they buy 
for their needs as cheaply as now. 
As has been stated, apparently every- 
one is waiting for someone else to 
“start something,” in the way of 
construction and improvements. The 
public in general believe that the con- 





TIES: 


ditions are right, but lack the con- 
fidence which can be given by large 
business interests through the start- 
ing of construction projects in various 
lines. 


MOVEMENT STARTED 


This movement has been tentatively 
started by the railroads and by some 
of the factories in the automobile 
line, by the employing of some thou- 
sands of men. There are many other 
projected programs of work, which 
when begun, will give the necessary 
impetus to start us, in the Northwest, 
on the road to good business. 


DEMAND BETTER 


It has been reported that stocks in 
many lines are low, and hardware 





AT A GLANCE 


A distinct upturn in busi- 
ness activity has appeared. 
Other indicators also point to 
improved conditions. 

* * & 

Commodity prices are at 
low levels and merchandise is 
being offered at attractive 
figures as a result. Jobbers 
are finding business good in 
the general hardware line. 

* 8 & 

Collections have also shown 
an improvement since the first 
of the year. Some wholesalers 
report the credit situation as 
satisfactory as a year ago. 

* # & 

Price adjustments have been 
made in several items, but for 
the most part are of minor im- 
portance. No major changes 
are anticipated by the trade. 











Upward Turn in Trade Appears 
Collections Have Shown Improvement 


stocks are no exception. Jobbers are 
finding business is good in the gen- 
eral hardware line, as dealers are 
ordering regular stock items, to fill 
in after inventory and the closing of 
last year. While orders are still 
being held down to a low point by 
the dealers, the aggregate of orders 
represents a very favorable amount 
of trade. Stocks have been and are 
still so low that even with small 
orders from the individual dealers, 
the sum total shows good general 
business. Dealers are in an optimistic 
frame of mind, which appears to be 
tempered with caution in the amount 
of their purchases. 


CURRENT PRICE TRENDS 


Price adjustments have been made 
in several items, and these changes 
are shown in connection with this 
letter. As will be noticed, many of 
these changes are more in the nature 
of adjustments, and not any radical 
change. There is at present no in- 
dication of any change, of a major 
nature, according to some of the hard- 
ware authorities consulted. 


CHANGES IN PRICES 


Carriage bolts........... 60-10-10 per cent 
Machine bolts........... 60-10-10 per cent 
Oe Pe ee 60-10-5 per cent 
Pe ROU chcceneues ch ease ee 80 per cent 
Flat-head bright screws....... 50 per cent 


Round head blued screws....35-5 per cent 
Flat head japanned screws. .30-5 per cent 
Flat head brass screws...... 40-5 per cent 
Round head brass screws...... 35 per cent 
No. 9 (base) smooth black wire. $2.65 cwt. 


No. 9 (base) smooth galvanized wire 
$3.10 cwt. 


Galvanized cattle wire 
$2.50 per 80-rod spool 
Galvanized hog wire.$2.68 per 80-rod spool 
Steel wire nails........ $2.50 per keg, base 
Cement coated wire nails 
$2.50 per keg, base 
Glass, single and double strength, A grade, 
Minnesota prices..........- 85 per cent 
Standard galvanized pails—10-qt., $2.65 
doz. ; 12-qt., $2.80 doz.; 14-qt., $3.05 doz. 
Standard galvanized tubs—No. 1, $7.00 
doz.; No. 2, $7.80 doz.; No. 3, $9.15 doz. 
Heavy galvanized tubs—No. 1, $2.50 doz. ; 
No. 2, $13.75 doz.; No. 3, $15.00 doz. 
Solder, warranted half and half. .20c. Ib. 
Solder, strictly half and half....21%c. Ib. 
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Department Store Sales Gained 
in Month, But Declined in Year 


Allowing for the difference in the 
number of trading days, department 
store sales showed an increase of 50 
per cent in December as compared 
with the preceding month, but a de- 
crease of 8 per cent compared with 
December 1929, the Federal Reserve 
Board announced. 

Considering that December retail 
business in 1929 was abnormally 
heavy, the showing made this‘year, in 
view of the depression, is considered 
favorable by officials, 

The increase from November to De- 
cember, however, is somewhat less 
than the estimated seasonal increase 
for that period, and the board’s index 
of department store sales, adjusted for 
the number of trading days and for 
seasonal variations, declined by 2 per 
cent for the month. 

“As compared with last year, the 
aggregate value of sales in December, 
according to preliminary figures, was 
8 per cent smaller, and when allow- 
ance is made for the fact that there 
was one more trading day this year 


than last, the decrease is about 12 per 
cent,” the board said. 

“For the year as a whole depart- 
ment store sales were 8 per cent 
smaller than in 1929.” 

Reports were based on records of 
503 stores in 247 cities in all parts of 
the United States. 

Decreases in December, compared 
with December, 1929, by Federal Re- 
serve districts, were: 

Boston, 7 per cent; New York, 5 
per cent; Philadelphia, 10 per cent; 
Cleveland, 12 per cent; Richmond, 4 
per cent; Atlanta, 10 per cent; Chi- 
cago, 10 per cent; St. Louis, 14 per 
cent; Minneapolis, 7 per cent; Kansas 
City, 4 per cent; Dallas, 12 per cent; 
San Francisco, 9 per cent. 

Decreases for the year, compared 
with 1929, were: 

Boston, 6 per cent; New York, 3 
per cent; Philadelphia, 8 per cent; 
Cleveland, 10 per cent; Richmond, 4 
per cent; Atlanta, 9 per cent; Chicago, 
13 per cent; St. Louis, 12 per cent; 
Minneapolis, 6 per cent; Kansas City, 
5 per cent; Dallas, 7 per cent; San 
Francisco, 6 per cent. 


Auto Tire Renewal Sales 
Declined 21 Per Cent in 1930 


Tire renewals per automobile in use 
in 1930 amounted to 1.66 per car, a 
figure which was 21 per cent less than 
the renewal average in 1929. The 
number of new tires per car has been 
declining since 1917, according to the 
Department of Commerce, when the 
average renewal per car was 6.5 cas- 
ings per year. 


Bank Clearings Show Decline 
for Week Ended January 8 


Bank clearings in the United States 
for the week ended Jan. 8, as reported 
to Bradstreet’s Journal, aggregated 
$11,388,510,000, as against $8,033,866,- 
000 last week, a holiday week, and 
$12,689,451,000 in this week last year. 
There is here shown an increase of 
41.7 per cent over last week, but a de- 
crease of 10.2 per cent from the like 
week of 1929. 





Only a Third of America’s Population Works 





ROBABLY it is safe to say that, on the average, the 

gainful workers (of the United States) do not work 
more than 275 days a year. So it may be said that the pop- 
ulation of more than 122 million is mainly supported, so far 
as bread-winning labor is concerned, by about 47 million 
people working about three-fourths of the time. It is their 
labor—aided, of course, by machinery and by the power ap- 
plied through electricity, steam, or other means—that pro- 
duces the food, clothing, houses, automobiles and all the ma- 
terial goods that we may possess or enjoy, and supplies 
the professional and personal services that we may com- 
mand. 

The largest number of males, about 11 million, are en- 
gaged in agriculture, forestry and animal husbandry or 
other basic pursuits. The majority of those are owners 
or operators of farms. These assist in giving employment 
to about 12 million engaged in the manufacturing and me- 
chanical industries, of which agricultural machinery, fer- 
tilizer and numerous commodities required for the conduct 
of the farm are an important part. 

Transportation, trade and domestic and personal service 
are also large employers of men. These three groups give 
employment to about one-third of the men. 

About one-third of the total number of workers are en- 
gaged in manufacturing or mechanical pursuits, a larger 
number than in agriculture. It was not always so. In the 
early days of the Republic, agriculture was the predomi- 
nant occupation and, if we go back only 50 years to the 
census of 1880, we find that 45 (44.3) per cent of the gain- 
ful workers were engaged in agriculture as compared with 
not over 25 per cent at the present time, and that the farm- 
ers and farm laborers outnumbered the workers in manufac- 
turing and mechanical pursuits by more than two to one. 
Since then, while the number of workers engaged in agri- 
culture has increased about 40 per cent, the number of per- 
sons employed in manufacturing and mechanical pursuits 
has increased by over 200° per cent. From being predomi- 
nantly an agricultural people, we are coming to be pre- 


dominantly a manufacturing people, industrially inclined. 

Rather less than 8 per cent of the working force of the 
nation is employed in mining. Agriculture, manufacturing 
and mechanical pursuits and mining give direct employ- 
ment to about 60 per cent of the army of workers. These 
industries produce the material goods that we possess or 
enjoy. 

Now, of course, the products of the farm, factory, work- 
shop. and mine are of no practical benefit until they are 
conveyed to the consumer—the spender who is ready to buy 
them for his own use or consumption. That involves trans- 
portation, and over 7 per cent of the workers are engaged 
in transportation either of.goods or of persons, and about 
10 per cent are engaged in trade, which is also a necessary 
activity in the process of distributing the products of the 
factory and farm to the people who want them. 

In the conduct of business of all kinds, in transportation, 
in trade, in manufacturing and, in some degree, in mining 
and agriculture as well, it is necessary to employ large 
numbers of clerks, stenographers, agents, bookkeepers and 
messenger boys. These occupations give employment to 7 
or 8 per cent of the total number of workers. 

We have now accounted for about everybody at work 
except those engaged in professional service and those in 
domestic or personal service—the doctors, the lawyers, the 
servants, the barbers, the bootblacks, etc. About 5 per 
cent of the gainfully employed are engaged in some form 
of professional service and about 8 per cent in domestic 
and personal service. 

This leaves still “public service not elsewhere classified,” 
a very incomplete and unsatisfactory class, comprising fire- 
men, laborers in public service, policemen, marshals, public 
officials, soldiers and sailors, but not including government 
clerks and stenographers, technical and professional men 
in government service, and many others who are on gov- 
ernment payrolls but are classified elsewhere.— From a 
radio talk by Dr. William M. Steuart, Director of the 
Census, 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Jan. 20. 
FTER several days of compara- 
Pa tive inactivity the local hard- 
ware market is beginning to 
show more life. Dealers are placing 
heavier orders to fill out depleted in- 
ventories, and the volume of business 
for future delivery shows a fair in- 
crease with nearly all jobbers. Such 
products as screen doors and windows, 
poultry netting, incubators and other 
poultry supplies, screen wire cloth, 
and even garden tools are being or- 
dered in fair volume, and current re- 
leases on staple hardware products 
are satisfactory in number of orders 
if not entirely from the standpoint of 
volume. Most jobbers believe that the 
present rate of business will be 
maintained during February, although 
only a period of very cold weather 
would enable them to move stocks of 
winter items which have been allowed 
to accumulate this year. 


PRICE REVISIONS 


Manufacturers are releasing a con- 
siderable number of price changes at 
this time, most of which are of a 
minor character. However, jobbers 
are kept busy adjusting their quota- 
tions to meet the declines, and the 
tendency is expected to continue for 
some time before complete adjust- 
ment is possible. Prices on malleable 
pipe fittings have been revised down- 
ward, with reductions amounting to 
about 5 per cent in most cases. 
Radio tubes are also lower, with the 
base discount now standing at 50 per 
cent off list. New lower prices on 
Diamond window screens have been 
announced by jobbers as follows: 
No. 1, $6 per doz.; No. 3, $8; No. 4, 
$9.20; No. 6, $10, and No. 7, $12. 
New Prices have also been brought 
out on the Yale line of door closers, 
with No. 71 now quoted at $4.38 each; 
No. 72 at $5.57; No. 73 at $6.75; No. 
74 at $8.10; No. 75 at $10.80; No. 76 
at $13.50. All these are slightly 
lower than before. Nails continue at 
$2.15 to $2.20 per keg, with prices 
considerably stronger than usual. 
Wire products are also well main- 
tained at levels established a few 
weeks ago. 


GLASS INDUSTRY 


The Pittsburgh district glass indus- 
try has received considerable impetus 
from the recent exhibition of glass- 
ware and pottery held in Pittsburgh, 
with heavy orders for future delivery 
having been reported placed. In 
other lines of glass activity is still 
limited, with the plate product most 





AT A GLANCE 


The local hardware market 
is beginning to show more 
life. Dealers are placing 
heavier orders for both imme- 
diate and future require- 


ments. 
e+ & 


Most jobbers believe that 
the present rate of activity will 
be maintained during Febru- 
ary. Manufacturers are mak- 
ing numerous price changes, 
although most revisions are of 
a minor character. 

* & #& 


Improvement has registered 
in the glass industry and steel 
manufacturers report an in- 
crease over December. 

* * * 


While increased industrial 
activity has aided the unem- 
ployment situation, conditions 
are still far from satisfactory. 
Collections have recently been 
more satisfactory. 











seriously affected. However, fac- 
tories have resumed operation in a 
limited way since the first of the year, 
and increasing orders from the auto- 
mobile industry have improved orders 
for windshield glass. 


‘ 


STEEL INDUSTRY 


Steel manufacturers have thus far 
been rather disappointed with the 
volume of specifications since the first 
of the year, even though an increase 
over December is shown-on nearly all 
products. However, this improve- 
ment is always expected as a seasonal 
manifestation, and some mills find 
the increase less marked than usual. 
In view of this it appears that recov- 
ery in the steel trade will be slower 
than had been anticipated by many 
makers, even though a gradual in- 
crease prevails throughout the quar- 
ter. 


OPERATIONS HIGHER 


Mill operations are several points 
higher than they were in December, 
with open-hearth furnaces in the dis- 
trict engaged at about. 45 per cent of 
capacity. Schedules of finishing mills 
are hardly this high, with the excep- 
tion of structural and tin plate units, 


Dealers Are Placing Heavier Orders 
Industrial Activity Has Increased 


which have picked up more sharply. 
The placing of the last of the prin- 
cipal 1931 rail orders has had a fa- 
vorable effect on the market, and 
pipe line orders, totaling more than 
100,000 tons, have been placed recent- 
ly with Pittsburgh and Valley makers. 
Other line pipe business of importance - 
is before the trade, and the volume of 
public works construction now being 
pushed forward promises to reflect 
favorably on the steel industry in the 
early spring. An order for 40 steel 
barges placed principally with yards 
in this district will require 25,000 tons 
of plate. The steel price situation is 
generally considered favorable, with 
quotations holding all along the line, 
and advances over recent billing fig- 
ures being obtained on bars, plates 
and shapes. 


COAL AND COKE 


The coal and coke trade is still de- 
pressed by the absence of real cold 
weather, and domestic consumption is 
falling considerably behind normal 
years. With the Lake business in- 
active, and industrial and railroad 
users requiring considerably less fuel 
than usual, the coal industry has had 
little opportunity to show improve- 
ment, and production continues at a 
low rate. This is also true in the 
case of Connellsville coke, which has 
been in light demand for several 
months. 


GENERAL CONDITIONS 


While increases in industrial ac- 
tivity since Jan. 1 have aided the un- 
employment situation in the Pitts- 
burgh district considerably, conditions 
are still far from satisfactory, and 
little real relief is expected before 
spring brings open weather. The 
larger companies continue to divide 
work as well as possible among all 
their employees, but present mill 
schedules are not high enough to 
maintain wage disbursements at any- 
thing like normal levels. Conditions 
are particularly depressing in the 
smaller western Pennsylvania mill 
towns which are dominated by single 
industries, most of which have suf- 
fered very severely from the depres- 
sion. 


COLLECTIONS 


Collections in the hardware trade 
have been more satisfactory since the 
first of the year, although many 
dealers are still being pressed, and 
accounts must be watched with more 
care than usual. 
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I BELIEVE that all those good friends of ours— Then you will have a new line of Hi-Speed .22 
the dealers, their salesmen, the jobbers, and the cartridges furnished with either SILVADRY (un- 


jobber’s salesmen who follow through with greased) or lead (greased) bullets. Remington 
Remington—will have more reason than ever this Hi-Speeds were the first on the market. We an- 
year to feel they’re with the right outfit. nounced them last summer, but now you have 
shorts, longs, long rifles, and W.R.F.—a complete 
assortment of rim fires. .22’s were never made with 
such velocity, punch and accuracy until we put out 
Remington Hi-Speeds. 


You will have Kleanbore shot shells. Sportsmen 
have been demanding them ever since Kleanbore 
cartridges ran away with the metallic ammunition 
business. Kleanbore primers have, during the past 
year, been loaded in all Remington shells with the These new Remington products, as well as the 
exception of the Nitro Club specified, Arrow speci- established line, will be backed up with the heaviest 
fied, and New Club (black powder) which will not advertising campaign we’ve ever put on. Colored 
be Kleanbore. Therefore, any Remington Game covers in the sporting papers, larger space in farm 
Loads, Nitro Express Loads, Shur Shot Loads and papers and daily newspapers will tell the Remington 
Arrow Express Loads bought within the past year story to millions. Don’t forget that there is an 


are loaded with Kleanbore primers. The only dif- : 
ference between the shells loaded last year and the established consumer demand for $30,000,000 


ones we will load this year is the green colored shell 
and the new style green boxes. 


worth of Remington products a year. You had a 
large share in creating it. You supply it. We thank 
d omise that no li ill gi 

We will have Kleanbore stickers to affix to the 18 el : or, oe sh eae eae 
, ‘ ... «¢ the sales advantages Remington will give you in 
old style boxes. We will furnish you a quantity if . nile 
: : 1931. Don’t submit to substitutions. 
you will advise us how many you need. 


The Greatest Value Ever Offered— xf PCIV/PRELLE 
The Remington Standard American Dollar i . 


Pocket Knife President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 














©-1931 R. A. Co. 
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Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it; “Some of them have been 


copied, the rest will be.” 











The nation is so organized 
now that if you miss an eve- 
ning of Amos ’n’ Andy you 
hear most of it anyway in 
the course of the next twen- 
ty-four hours. 





There is nothing compli- 
cated in the modern effect. 
Sometimes it can be created 
merely by a piece of har- 
monious furniture. Let us 
tell you what can be done in 
your home or office while you 
are away this summer.— 
From an adv. in the New 
Yorker. 

Well, in a low voice, may- 
be. 


“I am a woman of few 
words,” announced the 
haughty mistress to the new 
maid. “If I beckon with my 
finger, that means come.” 

“Suits me, mum,” replied 
the girl, “I’m a woman of 
few words myself. If I shake 
me head, that means I ain’t 


»»? 


comin’. 





A prisoner in the Dublin 
police court told the magis- 
trate that “he was sober 
enough to know he was 
drunk.” 


“Why do you wear rubber 
gloves when cutting hair?” 
asked the customer. 

“For the purpose,” replied 
the barber, “of keeping our 
celebrated hair restorer from 
causing hair to grow on my 
hands.” 

He sold a bottle. 





In days of yore, if anyone 
missed a stage-coach, he was 
content to wait two or three 
days for the next one. Now 
he lets out a squawk if he 
misses one section of a re- 
volving door. 





An illusionist performing 
in a Northern town put a 
woman into a box from which 
there was no apparent outlet 
and shut the lid. When he 
opened it again there was 
nothing inside but a couple 
of rabbits. . 

After the performance a 
Scotsman went to the illu- 
sionist and asked him if he 
could perform the same trick 
if his (the Scotsman’s) wife 
were to get into the box. 

“Why yes,” answered the 
illusionist. “But are you 
anxious to get rid of your 
wife?” 

“Weel,” answered the Scot, 
“it’s no sae much that, but 
wee Wullie got me tae prom- 
ise him twa rabbits for his 
birthday!” 


During a hold-up in Chi- 
cago, according to S. H., a 
young stenographer was 
grazed by a bullet. Think- 
ing she was dying, she dic- 
tated a farewell note. ““Write 
to Johnnie,” she whispered. 
“Give him my true love and 
best regards. Carbon copies 
to Harold, Fred and Wil- 
liam.” 


“T am an advertisement 
canvasser. Have you any 
small wants I can adver- 
tise?” 

“Certainly not. My ser- 
vant should not have ad- 
mitted you. I have told him 
repeatedly that I do not see 
canvassers.” 

“Then dismiss him and ad- 
vertise in our paper for a 
more obedient one.” 


Personally, we don’t know 
the secret of success, but 
sometimes we are afraid it’s 
work, 





A certain New York res- 
taurant man may be given 
credit for a rather novel win- 
dow display. This man did- 
n’t have much money for ad- 
vertising, so he bought the 
biggest fish bowl he could get 
hold of, filled it with water, 
and put it in the window with 
this sign: 

“Filled with invisible gold- 
fish from Argentine.” 


It took 17 policemen to| 


handle the crowd. 


That motorman likes to 
have Guzzlin’ Gus ride home 
on his car nights, he so often 
mistakes one of the new dol- 
lar bills for a transfer. 


The statesman of the fu- 
ture will not boast that he 
was born in a log cabin. He 
will begin his autobiography: 
“My people were a one-car 
family.” . 


Take a rubber snake along 
when you go out to play golf, 
and if you have trouble get- 
timg out of a sand trap you 
can hold the snake up and 
holler to the other players 
that you finally killed it. 


Little Albert came home 
from school with a new book 
under his arm. “It’s a prize, 
mother,” he said. “A prize? 
What for, dear?” “For natu- 
ral history. Teacher asked 
me how many legs an ostrich 
had and I said three.” “But 
an ostrich has two legs.” “I 
know that now, mother, but 
the rest of the class said 
four; so I was nearest.” 





One aspect of the new pa- 
per money issue has received 
too little attention. In your 
eagerness to acquire the 
bills, which for a time will be 
curfous as something new, 
do not forget that in a 
month the current bills will 
become curious as something 
old and rare. Then you will 
be glad to possess some, will 
you not? 

You do not positively have 
to turn the old bills in. Keep 
back a trunk full of $5, $10, 
$20 and $1,000 bills. In a 
few years you can exhibit 
them to astonish your 
friends. And your children 
will appreciate having some- 
thing unique to play with. 





The circus strong man 
rode out on horseback to 
challenge a farmer whose 
great strength had gained 
him a reputation. He entered 
the farmyard, tied up his 
horse and approached the 
farmer. 

“Bey,” he. shid. “I’ve 
heard a lot about you, and 
have come a long way to see 
which is the better man.” 

Without answering’ the 
farmer seized the intruder, 
hurled him bodily over the 
fence into the road and re-- 
turned to his work. 

When the loser had recov- 
ered his breath the farmer 
growled, “Have you anything 
more to say to me?” 

“No,” was the reply, “but 
perhaps you'll be good 
enough to throw me my 
horse.” 





Lady (phoning music store 
proprietor)—I have just had 
my radio installed and it is 
working fine, but the or- 
chestra in Cincinnati is play- 
ing too fast. Is there any 
way that I can slow it down? 
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ty Plus Advertising | 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity £ 
awaits you. 





















Zinc Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 
Union Lock Poultry Fence A 4 
Banner Poultry Fences ANY America ot. a 
Poultry Netting XSs com p z 
Nails, Staples, Barbed Wire — 
Wire of all kinds 


























AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY UNITED STATES STEEL CORPORATION 


208 S. La Salle Street, Chicago 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas 
Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 

Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 
Pacific Coast Distributors; Columbia Steel Company, Export Distributors: United States Steel Products Co., 


San Francisco Los Angeles Portland Seattle Honolulu 30 Church St., New York City 
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Your 


1931 
Buying 
List... 


For your convenience, we list be- 
low the full line of American Swiss 
Mechanics’ Hand Tools. 


If you have had calls during the 
past year for any of these items or 
if you contemplate increasing your 
line of quality mechanics’ hand 
tools, we suggest you investigate 
the American Swiss Brand. 


This nationally known line of 
tools and files is backed by over 30 
years of conscientious file making 
and enjoys an enviable reputation 





both with hardware dealers and 
mechanics. 

Awls, Marking Knurls 

Blow Pipes, Bras« Pinch Bars 

Bobs, Plumb, Brass Punches 


Chisels, 

Yarning and Calking 
Cotter Pin Extractors 
Countersinks, Rose 


Cutters 
R. W. Dresser, 
Washer, Lace 


Dressers, E. Wheel 
Drills 
Plug, Stone, Star, 


Tile 
Grinders, Valve 
Hammers, Tile 
Holders, Knurl 
Hooks, Box 


Joiners, Mason’s 


Write for 


catalog 


Oct. Pin, Solid, 
Center, Prick, Pin, 


Drift, Arch Metal, 


Saddlers’ 
Reamers, 

Fluted, Burring 
Serew Drivers 

Cabinet, Clock 
Serew Driver Bits 
Double End, Ratchet 
Sets 

Knurl, Nail, Rivet 
Steel Scrapers 

Bearing, Oval 


Wrenches 
Brace, Socket 
Adjustable tap 


and list prices. 


American Swiss Tools are handled by 
wholesale distributors of quality tools. 


AMERICAN SWISS FILE & TOOL CO. | 
400 Trumbull St. 


Mae 


Elizabeth, N. J. 





Sw 


isS 


MECHANICS’ HAND 


TOOLS 


PRECISION FILES AND KNURLS 


Buy from your Distributor 


ey fn fy he hr, Lr, MM, Mn, Lr, Lr, Ln, Ln 











How to Regulate a Ruthless Competitor 


(Continued from page 37) 


them,’ I said. ‘When I was in the 
market, I told the salesmen what 
hard competition I had and how 
tough it was nowadays to make 
any money, and they showed me 
some stuff and gave me a price 
on it so I could sell it cheap and 
still make some money. Natural- 
ly, you’ve got to fix things up a 
little different for Christmas, and 
I told the store folks to do it, and 
they went ahead and put a lot of 
goods out on display with the 
price on each lot. That’s all the 
sale we had.’ 


“‘Well, doggone it, Kilbon!’ 
said Spon, ‘I’ll bet you are buying 
goods cheaper than I am, because 
I sent one of my girls over to 
your store to buy some of the stuff 
the customers were telling me 
about, and it was the very same 
stuff that I had, and your selling 
price was 10 per cent to 15 per 
cent lower than I paid for the 
same goods.’ 


Makes Proposition 


“‘That couldn’t be so, Spon,’ I 
said, that couldn’t be so. These 
wholesale houses can’t afford to 
overcharge a customer like you 
nowadays.’ 


“Then we both were silent for 
a while and walked pretty fast to- 
wards our supper, ang all at once 
Spon said: 


“Say, Kilbon, you and I will 
have to get together and cooper- 
ate. There’s is nothing in this 
thing of trying to beat each other 
at the game.’ 


“I wish we could get together, 
Spon,’ I said, ‘I wish we could. I 
think you have the right idea. 
Think it over sometimes and tell 
me what your idea is.’ 


“ve got it thought out al- 
ready,’ said Spon. ‘After invoic- 
ing, and we get up the annual re- 
ports of the past year’s business 
in detail, I’ll meet you and we will 
compare our reports—then I’ll 
tell you. the rest of my idea.’ 


“That’s what we did. After 
both of us had looked over both 
reports to our heart’s content, I 
said, ‘Spon, what’s the rest of your 
meaT 

“He said, ‘Kilbon, both of our 
stores are incorporated. I'll give 
you 55 per cent of the stock in my 
store for 40 per cent of the stock 
in yours, and you can be the boss 
of both.’ 


“We traded right then and 
there. 


“So you see, Tramp, I didn’t 
have to come to you for advice 
after all. Advice is not what we 
merchants need so much anyway; 
not so muck as we need to get at 
it and do something.” 


Depression ? 


Everyone’s scenting a panic, 
Everyone’s ‘singing the blues, 
Still whenever you go to a picture 
show, 
You stand—till they’re through 
with the news. 


The country has gone to perdition, 
We'll have bread lines before we 
have snow— 
But try to buy seats for the World 
Series games 
And see what you get for your 
“dough.” 


We're all goin’ to starve—that’s de- 
cided, 
A job simply cannot be bought, 


But when Sharkey Fights Who’s It, 
just try to get in 
And you'll see what “hard times” 
we've got. 


The guv-er-ment’s got to do some- 
thing, 
Or we'll fall in our tracks and we'll 
lay— 
Yet the lady, by gosh, who does up 
our wash 
Brings it back in a nice new coupe. 


So I think all this talk of a panic, 
Of the country about to go “blooey,” 
Between you and me, and the old 
apple tree, 
Is a lot of plain old-fashioned 
“hoo-ey.” —Chicago Tribune. 
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Iron and Steel Production Makes 


Another Moderate Gain 


Pipe lines, public works, rail contracts and tin plate busi- 


ness have added materially to mill backlogs and steel pro- . 


duction has made another gain, but no broad upturn in 
demand has yet developed. Inventory replenishment, which 
was counted on to stimulate the market generally, has thus 
far failed to bring out a notable increase in specifications, 
releases from the rank and file of manufacturing consumers 
and distributers being in disappointing volume. 


The industry is not alarmed because of the slow pickup 
in general demand, believing that acceleration will follow 
the accumulation of large tonnage business. In this con- 
nection particular encouragement is afforded by the placing 
during the week of 301,500 tons of rails, 130,000 tons of line 
pipe, 50,000 tons for ships and barges and 200,000 base 
boxes of tin plate. 


Raw steel output for the country at large, 41 per cent a 
week ago, is now close to 44 per cent of capacity, and the 
rate of the Steel Corporation is estimated at two or three 
points above the general average. Two banked steel works 
blast furnaces have resumed production in Alabama and 
several have gone into blast in the Valleys. 


Improvement in demand and production has given a 
better tone to steel prices. On new business in plates, 
shapes and bars there is now rather general insistence on 
1.65c. a lb., Pittsburgh, an advance of $1 a ton over the 
price ruling on contracts placed for the first quarter. Simi- 
larly, makers of cold-finished bars are adhering to 2.10c. a 
lb., Pittsburgh, or $2 a ton higher than the price at which 
contract customers covered for the quarter. 


Among the primary materials, scrap shows growing 
strength, although actual, price advances during the week 
have been few. 


Line pipe buying for the year has opened up in a big 
way, with the placing of 80,000 tons with the National Tube 
Co. for a part of the Texas-Chicago gas line and the award 
of upward of 50,000 tons to the Youngstown Sheet & Tube 
Co. for a 200-mile project sponsored by the Columbia Gas 
& Electric Co. About 150 miles of 20-in. pipe for the latter 
line are still to be placed. The pending list also includes a 
California gas line and a foreign project, requiring 40,000 
to 50,000 tons each. 


Rails bought include 200,000 tons placed by the Pennsy]l- 
vania, 36,500 tons by the Burlington and 65,000 tons by the 
Southern Pacific. The last-named road ordered 25,000 tons 
from the Colorado Fuel & Iron Co. and 20,000 tons each 
from the Tennessee Coal, Iron & Railroad Co. and the 
Bethlehem Steel Co., still having 15,000 tons to purchase 
for its Texas lines. The Ensley rail mill resumed oper- 
ations Jan. 12, after having been idle since Sept. 24. It 
has bookings for about four months ahead. 


Public works are conspicuous in fabricated structural 
steel projects. Lettings are large, totaling 59,000 tons. 
The award of four large ocean vessels by the Grace Line 
has added 25,000 tons of steel to the backlogs of Steel Cor- 
poration mills. Other ship contracts, under the terms of 
the Jones-White act, are pending. 


With 1.65c. a lb., Pittsburgh, on bars, shapes and plates, 
now quite generally effective, The Iron Age composite price 
for finished steel is advanced to 2.142c. a. Ib. from 2.121c., 
where it had held for five weeks. This is the first advance 
in The Iron Age finished steel composite since September. 
The pig iron composite remains at $15.90 a ton and that for 
heavy melting scrap is at last week’s level of $11.33. 





A Few Kitehen 
-Neeessities 

















No. 9536 Ice Pick 

No. 9523 Steak Pounder 
No. 9556 Ice Cream Disher 
No. 9516 Can Opener 


« The ice pick has a very attractive nickel 
plated finish with an hexagonal head, flattened 
on one side to prevent its rolling. The heavy 
head makes it easy to break ice in the hand. 


Every kitchen should have a good steak 
pounder that serves the purpose without cut- 
ting the steak into shreads. 


The Arcade nickel silver ice cream spoon 
does not tarnish and the shaped rubber handle 
makes it easy to handle. Remarkably conven- 
ient for many purposes. ‘ 


The Light and Easy Arcade can opener has 
a blade of the best quality steel, carefully 
tempered. It will outlast any similar can 
opener and is extremely easy to use. 


Write Us for Catalogs 
Ask Your Jobber for Prices 


ARCAD HARDWARE 
Kon TOYS 


ARCADE MANUFACTURING CO. 


FREEPORT, ILLINOIS 


BRANCH OFFICES: REPRESENTATIVES: 
New York Dallas J. T. Rowntree, Inc. © 
200 Fifth Avenue D. D. Ostott, San Francisco Portland 
Chicago Inc. Los Angeles Seattle 


553 W. Randolph St. SantaFe Bldg. Salt Lake City Denver 
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Chrome-Vanadium 
Steel, with the 
ARMSTRONG name 
mean strength 
to tool buyers 


ARMSTRONG-VANADIUM Wrenches embody 
the most effective sales points— established 
strength, improved designs,recognized quality. 
They are longer, lighter, ti:inner, stronger. Their 
thin tapering jaws will take a firm grip where 
other wrenches cannot reach. They are guar- 
anteed not to break or spread. 


Beautiful tools—finished in nickel over copper 
with heads buffed bright—they come on 
attractive boards or in matched sets, in many 


new patterns. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Helder People” 


314 N. Francisco Ave., Chicago, U.S.A. 





Write for Catalog B-27, 
176 pages of Quality Tools 













New Catalogs and Dealers’ Helps 


Available from Manufacturers and Jobbers 


Catalog No. 1 Shows 
McKinney Lock Line 


McKinney Mfg. Co., Pittsburgh, Pa., 
has issued catalog No. 1 showing the line 
of locks offered the trade. The opening 
page shows how installation of the No. 
2010 A latch unit is accomplished. A 
history of the company is briefly set 
forth, The McKinney cylindrical lock 
is described as to operation, finish, de- 
sign, construction, convenience and safe- 
ty features. Samples, sample blocks and 
lock sets, of cylinder and latch type, are 
illustrated and fully described. Master 
keying information, specification exam- 
ples, lock unit descriptions, method of 
ordering, trim combinations, finishes, 
parts and a condensed key to the Mc- 
Kinney lock numbering system are shown 
in the catalog. 





Hudson Sprayers Described 
In an Attractive Catalog 


The sprayers manufactured by H. D. 
Hudson Mfg. Co., Chicago, Ill., are fully 
described and illustrated in an attractive 
64-page catalog. Many of the items are 
shown in actual colors. Hand spraying 
outfits, accessories and parts are shown, 
as well as heavier models for use on 
trucks, etc. Prices and specifications are 
published. Illustrations show some of 
the products in use. The rear cover 
shows effective windows used for featur- 
ing the Hudson line. 





American Chain Co. 
Publishes Catalog 


American Chain Co., Inc., Bridgeport, 
Conn., has issued a catalog on the entire 
Weed chain line, including the entire line 
of Weed automotive accessories and 
Campbell cotter pins. Complete price 
and size information is given on all types 
of chains for passenger cars and on chains 
for pneumatic and solid tired vehicles. 
Every item is shown in pictures with full 
description of its use. Information on 
sling chains, tow chains, battery carriers, 
license plate brackets and muffler cut-out 
chain is given adequate space. 





Electrical Farm Equipment 
Shown in Westinghouse 
Booklet 


For the first time, descriptions of all 
types of electrical equipment for farm 
use have been combined in one publica- 
tion, Circular 1878, Electrical Farm 
Equipment, published by the Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa. This 80-page, illustrated book- 
let includes descriptive information and 
complete ratings covering all Westing- 
house electrical apparatus having appli- 
cations in rural electrification and pre- 
sents considerable engineering data, mak- 
ing it a useful sales and engineering 


handbook for those engaged in rural elec- 
trification. 

Some of the products described in this 
publication are radios, refrigerators, 
water systems, water heaters, ranges, mo- 
tors, vacuum cleaners, heating and cook- 
ing appliances, battery chargers, fans, 
service plants, batteries, panelboards, 
switches, meters, transformers and light- 
ing equipment. An attractive cover, litho- 
graphed in six colors on heavy stock, 
portrays a rural scene, and gives the 
publication a pleasing external appear- 
ance, 

As additional sales aids, the Westing- 
house Electric & Mfg. Co. has available 
for distribution to power companies a 
two-reel motion picture film, titled In His 
Father’s Footsteps, and a large rural elec- 
trification album, on an easel mounting. 
both of which present the advantages of 
electricity on the farm. 





Ampex Issues Catalog No. 122 
Showing Wiring Devices 

Ampex, Inc., 195 Morgan Ave., Brook- 
lyn, N. Y., has issued catalog No. 122, 
showing modern wiring devices and spe- 
cialties offered by the company. Included 
in the line of products illustrated and 
described are a line of unbreakable rub- 
ber devices, flashers, plugs, cord sets, 
heating devices, socket extensions, chain 
cords, connectors, etc. Information as 
to cost, weight, package quantity and 
sizes is contained in the catalog. It has 
holes punched to enable filing in loose 
leaf folder. 





Warren Telechron Co. 
Issues Dealers Helps 


The complete new line of Telechron 
electric clocks“is illustrated in full color 
in a catalog and three new circulars just 
issued by the Warren Telechron Co., 
Ashland, Mass. 

This attractive literature is available 
only to authorized Telechron dealers, and 
the factory is offering to imprint the 
pieces for dealers free of charge. The 
new catalog illustrates the thirty models 
of the Telechron line, including those 
clocks of new design which have gone on 
the market since September. The cir- 
culars describe and illustrate the various 
models in home settings. 





Angle Steel Stool Co. 
Issues Catalog M-S 


The Angle Steel Stool Co., Plainwell, 
Mich., manufacturers of a complete line 
of factory nad office steel equipment, an- 
nounce a 32-page condensed edition cata- 
log. Catalog M-S contains a complete 
showing of the regular steel equipment 
line, together with about 30 new patterns 
created to meet present day demands. 
Each page contains detailed description 
and prices on six items. 
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The Use of Trade Papers 
in Advertising 


(Continued from page 27) 


ever it has been consistently carried out, it has worked 
and helped buy shoes for the kiddies. 


* * * * * * 


There is also one exceedingly important point in ad- 
vertising that many national advertisers have entirely 
overlooked. I refer to the case of seasonable goods. 
In many lines of goods, as all hardware men know, 
the jobber buys the goods ahead of the retailer, and 
the retailer buys sometimes several months ahead of 
the consumer. The jobber must prepare to sell the re- 
tailer and the retailer must prepare to sell the con- 
sumer. Take for instance an item like shotgun shells. 
‘This is a seasonable article on account of State shoot- 
ing laws. Most shotgun shells are bought by con- 
sumers in the latter part of the year. However, both 
jobbers and retailers buy shotgun shells and set up 
their lines in the early months of the year. It would 
of course be foolish to spend a great deal of money 
advertising shotgun shells to consumers at the season 
of the year when they were not buying, and also it 
would be foolish to spend a great deal of money adver- 
tising shotgun shells to jobbers and retailers in the 
latter part of the year after they have bought and 
made arrangements for their fall stock. Therefore, 
the logical thing to do is to use the trade press, the 
papers that are read by ‘jobbers, jobbers’ salesmen 
and retailers in the early part of the year with a heavy 
campaign of shotgun shell advertising. And then, in 
the latter part of the year, let up in the trade press 
advertising and concentrate practically all of your ad- 
vertising expenditure on consumer advertising. In 
other words, advertise your goods to dealers and con- 
sumers at the time they are buying the goods. Under 
such conditions of course the trade press is of great 
assistance in “following through” your advertising 
scheme. Almost every seasonable line of goods should 
be advertised in this manner, and I would estimate 
that of a jobber’s total sales, fully 40 per cent are in 
seasonable goods. 


* * * * * * 


Then of course in the case of a change in policy, or 
the bringing out of new goods, the trade press should 
be used to quickly notify jobbers and retailers. Even 
with ten or fifteen salesmen traveling over the country 
telling of such changes by word of mouth, they make 
very slow progress and by the time they reach the last 
dealer on their list it is usually too late, as the business 
is placed. By using the trade press, the entire industry 
is covered in a week’s time. 


* * * * * * 


Another use of the trade press is a “backfire” on your 
own and jobbers’ salesmen. These salesmen may for- 
get to call attention to various points you wish pre- 
sented to the trade. Possibly you can’t tell the entire 
story in the trade paper advertisements, but you can 
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Getting the 
Business 


in Aluminum Ware 
Depends Largely on 


the Kind of a Line 
=a 
Ask Yourself tnese Questions: 


Is my line moderately priced? 

















Does it pay me a satisfactory profit? 
Does it assure frequent turnover? 


Can I handle it with a minimum invest- 
ment? 


Is it guaranteed—unconditionally? 


Does the manufacturer protect me against 
unfair competition? 


Is the line complete, and is it supported 
by the right kind of dealer helps and 
advertising? 


You can answer Yes to all of these 
questions if you handle Priscilla Ware. 


MILE: 


yl Ward 


Speaks for Itself 
Moderately Priced Aluminum Cooking Utensils 


Approved by Good Housekeeping Institute 


Leyse Aluminum Co. 


Established 1903 





23 Kilbourn St., Kewaunee, Wisconsin 








tell enough to excite the curiosity and interest of the 
jobber, so when the salesman calls, if he happens to 
overlook that particular point, the jobbing or retail 
buyer, having read your ad, will ask him questions. I 
have tested this out many times with the use of trade 
paper advertising. A manufacturer’s salesman or a 
jobber’s salesman does not like to have a jobber or a 
retailer write to headquarters and ask for information 
in regard to certain lines of goods, just after the sales- 
man’s visit. 
* * f 
The above is not all of the talk I made to these trade 
paper men at the Advertising Club, only a few points 
I happened to remember this morning. But in conclu- 
sion allow me to say that I always smile when manu- 
facturers cut down their advertising just because times 
are dull. What do you need in dull times? Surely you 
need sales, and trade paper advertising in a hundred 
different ways helps sales. In bad times you must 
keep up the morale of your force, and what affects the 
morale of a force of salesmen, both your own and job- 
bers’, more than to see your advertising disappear from 
the trade journals? Then another thing, in dull times 
both salesmen and merchants have more time to dis- 
cuss the various lines of goods. They have more time 
to read, and I haven’t the slightest doubt that where 
business institutions have kept up their advertising 
“full steam ahead” through dull times, they are doing 
a great deal to help business when the tide turns. After 
all, selling and advertising are simply like the sails on 
a ship. If there is a time when sails must be taken in 
it is in a storm, when there is too much wind. When 
the wind is light and times are dull, then I believe is 
the time we should clap on full sail, all the ship can 
stand in advertising, in order to catch whatever breeze 
there is. 


* * * % 


Simplification Practices Reaffirmed 
on Razor Blade Packaging 


P (From Our Washington Bureau) 

The division of Simplified Practice has just sent out 
notices to manufacturers, distributers and others inter- 
ested that the simplified practice recommendation cov- 
ering packaging of razor blades has been reaffirmed by 
the standing committee for another year. A survey 
conducted prior to the meeting of the committee indi- 
cated that the degree of adherence to the recommenda- 
tion has been approximately 95 per cent. 


3,000 Customers in a Day 


Geo. A. Lowe Co., Ogden, Utah, held a paint sale which 
attracted 3000 customers in two days. A $12,000 stock of 
paints and varnishes is turned four to five times a year. 
The sales of this one department average more than $1 per 
capita in the city of Ogden, which boasted of 52,804 people 
in the 1920 census. The paint stock is kept up to date, 
quality merchandise only is considered, the spring opening 
sale is an annual affair at which time advertising samples, 
yardsticks, flowers and other souvenirs are distributed. A 
regular and definite paint newspaper advertising campaign 
is prepared and followed each year. Every man in the 
store who sells paint knows his subject. He is required to 
experiment with different types of painting, read trade 
journals, talk with painters, paint salesmen, and is ex- 
pected to pick up all available data on the subject. 
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Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary- 
treasurer, Southern Hardware Jobbers’ Association, 
704 New Orleans Bank Building, New Orleans, La. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION AND EXHIBITION, Hotel Whitcomb 
(Roof Garden), San Francisco, Feb. 17, 18, 19, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Taft Hotel, New Haven, Feb. 19, 20, 1931. Chas. R. 
Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 13, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 1981. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
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WILDER’S “LION” 
Display Cabinet of Leather 








INCREASED PROFIT FOR YOU! 
Retail value increased to $26.00. “LION” TAPS and 
STRIPS may also be bought separately. 

TAPS are put up 1 dozen pairs in a carton. 
STRIPS are put up in packages. Retail value has been 
increased to $5.50 per package. 
“LION” PRODUCTS give the dealer a quick turnover 
and an attractive margin of profit. 

SOLD THRU JOBBERS 
Give us name of your jobber and receive FREE a sample 
pair of 25c. “LION” TAPS. 


WILDER & COMPANY 


Manufacturers Since 1877 
1038 Crosby St., Chicago 











CLINTON 
PRODUCTS 


for the Hardware Trade 


Poultry Netting Perfection Door 

Hardware Cloth Springs 

Screen Wire Cloth Wire Cloth Line 
Nails and Brads 





AMERICAN Wire Faprics CoRPORATION 











Suheidi, of W Ss Steel C. y 
41 East ‘ana ‘St, ‘New York City 
Worcester Buffalo Chicago Cleveland Tulsa 
Pacific Coast Headquarters: San Francisco 
Branches and Wareh : Los Angeles, Seattle, Portland 





TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

Missour!I RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Rainbow Hotel, Great Falls, Mont., Feb. 
12, 18, 14, 1931. A. C. Talmage, secretary-treasurer, 
Bozeman. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBIPION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, seenemney, 420 Lexington 
Ave., New York City. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YORK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NoRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1981. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. ‘Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 18, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 13, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 
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SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5; 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 602 Broad St., Richmond. 


WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 





Norcor Camp Stool 


The Norcor camp stool No. 100 
is built of 14 gage special rolled 
channel steel. Seat is made of 
6 oz. duck, double seamed all 
the way through with extra 
stitching at the four points of 
strain. Foot is constructed so as 
to avoid scratching of floors. 
Northern Corrugating Co., Inc., 
Green Bay, Wis., makes this stool 
with five color canvas seats. 
Frames are attractively enameled 
in red or black. They are packed 
in cartons of six, to enable con- 
venient carrying on a tour. Six chairs occupy but 6 inches of space in 
width. Shipping weight is 25 |b. per carton. 





Goodell-Pratt 1931 Workshop 


A great deal of interest is being shown in the Goodell-Pratt 193] 
workshop. This complete equipment is designed for home use and its 
outstanding feature is its sturdiness throughout. By actual test it takes 
a force of 5000 Ib. to deflect the center of the bed 1/16 inch, says 





the maker. The motor is of the Westinghouse 1/3 hp. repulsion type 
with no load speed of 1725 r.p.m. Complete information on this equip- 
ment may be obtained from the manufacturers, Goodell-Pratt Co., 
Greenfield, Mass. 


A 16.3 Paint Turn Over 


Chas. W. Walmer Hardware Co., Wilkinsburg, Pa., co- 
ordinates his own paint advertising with that done by the 
manufacturer he represents. He watches his stock, carries 
only colors and sizes which sell, and enjoys a 16.3 turnover 
on paints and glass each year. A large electric sign in 
front of the store attracts attention day and night to Wal- 
mer’s hardware store and calls special attention to his paint 
department. 
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The Threshold of a 


New Year 


The scuff and scrape of countless feet will wear many 
a threshold smooth to the point of replacement in 1931. 
New buildings will call for thresholds which can stand 
the gaff. 


At the threshold of a New Year resolve to build 
customer satisfaction with new  thresholds—Rixson 
Thresholds. The extruded ribs and hard metal will 
offer better resistance to the scuff and scrape of many 
new years. There is a saving not only tomorrow but 
today, in installation with Rixson Floor Checks for 
which Rixson Thresholds can be had ready-drilled. 
For color harmony you may offer either the white of 
aluminum or the warmer tone of architectural bronze. 


RIXSON 
THRESHOLDS 


OF 
Architectural Bronze or Aluminum 








THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, Ill. 


New York Office: 101 Park Ave., N. Y. C. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


You Can Stake Your Reputation On 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 
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WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., anc Attalla, Ala. 


Distributors in Principal Cities of the World | 


Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 











MORE THAN 1,000,000 SOLD 


NOT ONE COMPLAINT OF SPRINGS BREAKING 





THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 


M P 
A R 
D c 
E E 
R Lonc EXTRA af 
I cet on SPRING 4 
G Steel - - + No. 1816 G 
H H 
T T 











Hundreds of Orders like this. 
Good Margin, Big Profits 








Make Your Wants Known 


If it’s Hardware you have for sale or want 
to buy—make your wants known in Harp- 
ware AGg, the “News-business” paper of hard- 
ware retailers and wholesalers all over the 


United States. 


Harpware AGE will bring buyer and seller to- 
gether at minimum cost. 














British Tariff on Safety Razors and 
Blades Removed Dec. 22 


| Good News to American Manufacturers Who Supply 


70 Per Cent of British Safety Razor and Blades Imports 
—Duty Was 33 1/3 Per Cent Since 1926 
(From Our Washington Bureau) 
American exporters of safety razor blades desirous of 
| expanding foreign markets have taken a decided interest 


| in the removal of the British duty on this product. 


The duty, applied in 1926, was 33 1/3 per cent and was 
removed on Dec. 22. The large share of business Amer- 
ican makers of these blades have in the British market 
is disclosed in a report just received by the Department 
of Commerce from Acting Commercial Attache Donald 
Renshaw, London. Even in the face of the large duty, 
British imports of safety razor blades, in 1928, totaled 
$1,096,633 of which 70 per cent were provided by Amer- 
ican manufacturers. Imports in 1927 were $891,043, 
of which 72.9 per cent were American blades, while im- 
ports in 1926 were only $692,124 of which 53 per cent 
were American blades. The average during 1920-26 
was $1,806,000 of which American producers supplied 
52.5 per cent. The five-year average includes razors, 
which accounted for about 10 per cent of the total. 

Imports, however, are estimated not to exceed 15 per 
cent of the total consumption, the domestic industry 
having been built up by the tariff duty. It is estimated 
that the present consumption of safety razor blades or 
“wafer” blades, is at the rate of 150,000,000 a year. It 
is considered that the saturation point has by no means 
been reached. The report points out that the trade is still 
expanding and that there is a big field to be exploited. 
But for any measure of success, it is stated, distribu- 
tion must be made through wholesale channels. The 
usual terms are a discount of 1214 per cent of the retail 
selling price to the wholesaler and 33 1/3 per ‘cent of 
the retail selling price to the retailer. 

Safety razor sets are also becoming increasingly pop- 
ular and a new type, having a bakelite, washable case. 
is said to be meeting with a good demand. In view of 
the women who use razors, small dainty sets are being 
made and the view is expressed that if a manufacturer 
could introduce a new design of razor, peculiarly suit- 
able for women, a large field awaits him. 

A popular price for razor sets is $1. Blades vary from 
2c. to 10c. The terms of discount for blades apply also 
for razors and, the report says, it is not unusual for 
special bonuses to be given, while dealer-aids in the 
shape of neat, artistic show-cards, accompanied by 
good, though not of necessity expensive, advertising 
are essential. 

Nearly one-half of the consumption in Great Britain 
is understood to be provided by one manufacturer 
alone. Five other manufacturers, next in order of im- 
portance, provide jointly, 30 per cent of the total and 
the remainder of the home supply comes from about 30 
small producers. These latter include a number of 
wholesale houses which have started manufacturing on 
their own account. 
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‘Effect of Movement to Suburbs on 


Retail Business Will Be Studied 


(From Our Washington Bureau) 

N an effort to determine to some extent the effect 

on retail business of the movement of millions of 

Americans to the suburbs or away from the main 
business district of large cities during the past 10 
years, the Department of Commerce is studying the 
factors which influence retail store location, using 
Baltimore as a laboratory for study, it has been an- 
nounced by Director William L. Cooper of the Bu- 
reau of Foreign and Domestic Commerce. 

“Retail merchandising is in many ways feeling the 
effect of the large shift in population from the con- 
gested sections of the city to the more open space of 
secondary districts and the suburbs,” Director Cooper 
pointed out. “The recently completed decennial pop- 
ulation census revealed that almost all cities of im- 
portance in the country showed a gain in their 
metropolitan areas greater than the gain in their city 
population. The statement was recently made that re- 
tail outlets of all classes increased in city centers only 
3.9 per cent from 1927 to 1930, while the suburban 
increase, for all stores, amounted to 71 per cent. 

“In the city of Baltimore this growth of the outer 
residential districts as compared with the city prop- 
er, Baltimore County, which includes the greater part 
of the suburban area of Baltimore, increased its pop- 
ulation 66.5 per cent between 1920 and 1930, while 
the city proper increased only 9.7 per cent during 
the same period.” 

Mr. Cooper said that it is generally recognized that 
thousands of independent and chain units close their 
doors annually because they are not well located. By 
securing some facts to help them in properly locating 
their establishments it is hoped to prevent serious 
losses and assist in eliminating waste in distribution. 
Even in the experimental study, Mr. Cooper thinks it 
may be possible to ascertain and evaluate many of 
the factors influencing the location of retail outlets. 

The study will give particular attention to the pos- 
sible trend away from the main shopping area to sec- 
ondary business districts, with consideration for the 
kinds of business which have shared such a trend as 
well as the volume of business which may have shifted 
from the main shopping centers or from one subordi- 
nate shopping center to another. 


It is proposed to make a detailed study of the more 
important secondary shopping districts, to learn how 
much business is done in each; the kinds of stores 
represented and the character of organization of the 
store, as to whether it is a chain unit, independent or 
branch store; and the logical trade area of each dis- 
trict. As indicative of its buying power data will be 
assembled on the population of each section and the 
estimated income of the residents. It is expected that 
the influence of the family income in the various cen- 
ters on the character of the store may be learned. 
Transportation facilities, both as to the ease of ac- 
cess which is offered to the main center and the rela- 
tion of transfer points to stores in secondary centers, 
will be the subject of special study. 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 








THE MARK OFA GOOD M' 


SS = 












BETTER CANS 


Better made of better materials—and 
including many exclusive features that 
assure long life and utmost satisfac- 
tion—WITT Cans meet the require- 
ments of customers who. consider 
quality and service above price. They 
— a little more—but they’re worth 
it. 


THE WITT CORNICE CO. 


tyles and sizes ‘or eve 
ee Pr eee 0314 Winchell Ave. Cincinnati, Ohio 


purpose. Send for catalog 














Merchandising 
METHODS 


That’s the keynote for 
1931. Are you fully 
prepared to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 


larger profits,’’ simply 
tear out this ad and 
mail now, while this 
Page is before you 
+ . « (no obligation) 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
— Ohio 





N 
N New York Office: fe Vesey St. 
Suite 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Adverti rom ployed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 








SALESMAN with wide and valuable acquaintance among Hardware 
Jobbers, Distributors and Mill Supply dealers throughout Eastern, Southern 
and Central States, and with a practical knowledge of modern sales and 
merchandising methods backed by successful record of accomplishment, 
desires connection with manufacturer seeking distribution through same 
channels. Full particulars and information as to past record available 
together with credentials, etc., at first interview. Address Box J-98, care 
of Harpware AGE, New York City. 


SITUATION WANTED—Salesman, having covered the Hardware 
jobbing trade for past seven years in Eastern Pennsylvania, New Jersey, 

aryland, Delaware, Washington, D. , and Virginia, desires hardware 
or housefurnishing lines. Excellent reference. Box 390, care of HARDWARE 
AGE, 1402 Widener Bldg., Philadelphia, Pa. 


WANTED—Traveling sales position on large builders’ hardware line. 
Employed but wish to change. 16 years on territory in Illinois, Kentucky, 
and Tennessee. Use own car. Handling jobbers and large retailers. 
Salary and commission. Age 41. Would consider house position with 
large jobber or large retailer. Address Box J-75, care of Harpware AGE, 
New York City. 








SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes......sseeeesescceseessere 
l-Inch Box Display........ceccesersscecesscsssccssvsees 
Four Consecutive Insertions, 10 Per Cent Discount 


$3.00 
$5.00 








SALES REPRESENTATIVES WANTED 


Tool, hardware or specialty men calling on the wholesale and retail hardware, 
electrical, paint or furnishing trade. Real salesmen or organizations 
wanted to introduce three new items never before offered and to carry the line 
of an old “established Philadelphia mafiufacturer who is doing a national 
business with the most desirable jobbers. We manufacture Hedge Shears, Cold 
Chisels, Star Drills, Punches, Wood Handle Screw Drivers, Floor or Wood 
Scrapers, Fruit Juice Extractors and s» new Thermostat Controlled Appliance 
Plug Cord Set. We would like to hear from experien men w ow the 
trade and who can launch an expansion program with the retail and Depart- 
ment stores. ‘Tell us about yourself and the class of trade you cover. any 
— of the country open. Commission contract and full credit for repeat 
usiness. 
VOSBIKIAN BROS. & CO., INC. 


180 West Oxford Street Philadelphia, Pa. 














SALESMAN desires to represent a manufacturer in eastern territory 
on salary and commission basis. Successful record as salesman and sales 
manager for hardware manufacturers. Has travelled over entire country 
and has wide acquaintance with hardware distributors and their problems. 
Age forty, single, good education. Address Box J-83, care HARDWARE AGE, 
New York City. 

HARDWARE MAN of twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of taking charge and handling men. Desire change. Can furnish first 
class references. Middle West or South preferred. Address Box J-99, 
care of HArpWarRE AGE, New York City. 


BUILDERS’ Hardware Contract Man experienced all classes building 
construction, thoroughly familiar Architects Plans, Details and Specifica- 
tions. Broad knowledge leading manufacturers’ lines desires connection 
with reputable manufacturer or distributor. Address Box J-100, care of 
Harpware AGE, New York City. 


YOUNG married man, 28, now employed as* Assistant Manager in 
suburban hardware store desires new connection. Ten years’ retail ex- 
perience. Fair education. Good reference. Address Box J-101, care of 
Harpware AGE, New York City. 

GOOD COMPANY desiring New York Office at small expense can 
make excellent connection. Am college man, twenty years’ sales and 
managerial experience, know domestic, export trade, traveled extensively 
here, abroad, speak several languages,.can meet biggest men. Will give 
office, help and personal services at small drawing account. Only good 
staple line considered, no missionary work. Address Box J-102, care of 
Harpware AGE, New York City. 


HARDWARE SALESMAN: Thirteen years wholesale and retail ex- 
perience in all its branches desires responsible position with promising 
future. Address Box J.92. care of Harpware AcE, New York City. 

WANTED—Position in hardware house or on the road selling. Have had 
fifteen years experience selling hardware inside and two years selling 
cutlery in Virginia, West Virginia and North Carolina. Address P.O. 
Box 278, Hampton. Va. 

EXPERIENCED BUILDERS’ hardware man capable of managing de- 
partment, buying listing items from plans and calling on architects. Best 
4 op se furnished. Address Box J-93, care of HARDWARE AGE, New 

ork City. 























MANUFACTURERS’ REP 
exclusively, taking in all jobbing centers from 
high grade connections with hardware manufacturers. 
of Harpware Acz, New York City. 


REPRESENTATIVE, calling on jobbing trade 
Denver west, desires a few 
Address J-87, care 





SALESMAN with 15 years’ experience desires connection with organi- 
zation, wholesale or retail, general and builders’ hardware. Mill supply 
to represent in metropolitan district—thoroughly acquainted with hardware 
and department store trade. Use own car. Reference furnished. Address 
Box J-108, care of Harpware AcE, New York City. 





SALESMAN WANTED to handle a line of baskets direct to dealer 
and jobber. This is a profitable sideline for a salesman calling upon De- 
partment, Hardware, Furniture and Variety Store trade regularly and 
who is in a position to give it attention. -Address Box J-103, care of 
Harpware AGE, New York .City. as 





SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines. . 
1-Inch Box Display........0++eeeeee88 Dipak bane SA shave dae 
Four Consecutive Insertions, 10 Per Cent Discoun 








DIRECT MANUFACTURING AGENCY 


A selling organization of forty years’ experience is in a 
position to take on an additional line going to jobbers, 
department stores, syndicate and chain stores. Central 
office New York City covering Eastern States. Address 
Box J-94, HARDWARE AGE. 











HELP WANTED ‘ 


Set Solid, Minimum of Five Lines.............0.00c0seceees 
eS i ka Sips 50's pa w.61s oo ode Kaew EN, 
Four Consecutive Insertions, 10 Per Cent Discount 








A small manufacturing concern operating under young aggressive 
management requires the services of a young man for sales work 
in the Pennsylvania and New Jersey territory. This man should 
be under 27 and of unquestioned character and ambition. To the 
man chosen, we can offer an unusual opportunity. Full details 
in first letter. Address Box No. J-107, care Hardware Age, New 
York City. 














BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Lines......... Steebarondbeceresas 
Rone tet DGG oven. 00.5.0 39 donna esa ee abecb seeds oe 69% 
Four Consecutive Insertions, 10 Per Cent Discount 








WANTED— 


We specialize in buying for spot cash hardware stores of 
any size. All communications treated strictly confidential. 


ROCHESTER GENERAL STOCK BUYERS 
121 Powers Building. Rochester, N. Y. 








ks ) 








HARDWARE M’F’RS REPRESENTATIVE 


seeks additional line for New York. Hardware—House Furnishings. Six- 
teen years contact jobbers—department stores. Will consider only substantial 
line with Immediate market and repeat business. Territory New York to 
Washington, D. C. Commission basis. Medern office, centrally located. 


EDWARDS SALES FACTORS 
45 West 34th Street New York City 














SALESMAN with ten years experience selling to hardware jobbers, 
dealers, department stores, desires to represent manufacturer in Western 
Pennsylvania district. Best of references. Address Box J-97, care of 
Harpware AGE, New York City. 





MANUFACTURER’S REPRESENTATIVE covering metropolitan dis- 
trict, New York, New Jersey State, wishes exclusive sales connection with 
manufacturer of hardware plumbing supplies, etc., also stoves and ranges. 
Very highest references. Address Box J-104, care of Harpware AGE, New 


York City. 





ENGLAND—FEstablished Distributors, covering territory from 


NEW 
Address Box J-105, 


Boston office, desires additional manufacturing line. 
care of Harpware AGE, New York City. 





BUILDERS’ HARDWARE SALESMAN—For Orient. Must be able 
take off specifications. State age, experience, references, salary expected. 
Address Box J-106, care of Harpware Ace, New York City. 





REPRESENTATIVES wanted to sell Can Openers of merit made by 
an old established New England firm, to hardware and department stores 
in North Dakota—South Dakota—Wyoming—Montana—Arizona—New 
—" and Nevada. Address Box J-109, care Harpware Acre, New York 

ity. 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX 


is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 





Akron-Selle Co. ........--+2005- 
men, Fe B., Cd. 
Allen, S. L., & Co.. 
Alliance Mfg. Co... es 
BIPR-PROREy OO. osc ccwsesvicccss 
Almo Trading & Imp. Co........ 
American Chain Co............. 
American Fork & Hoe Co....... 
American Gas Machine Co....... 
American pS gg “4 Disleh g:die eo ss 





American Ring Co............. _ 


American Screw Co...........-. 14 
American Sheet & Tin Plate Co... — 
American Stainless Steel Co..... — 
American Steel & Wire Co....... 61 
American Swiss File & Tool Co... 62 
American Window Glass Co..... — 
Anker-Holth Mfg. Co., Inc..... — 
Anti-Borax Compound Co........ _ 
ro 5 eee 63 


Armstrong Bros. Tool Co.. 
Armstrong Mfg. Co......... 





Midi Be 00.) BB. Ose. es sss 88 
po ge SO ee — 


B 
Babcock Co., The W. W......... 


Baker, Geo., & Sons...........-. 
Ballonoff Metal Products TO cigs 
Barlow & Seelig Mfg. 
Barney & Berry, Ine 
Barton Corp......... 
A ES PL ee eee 


MID. RRs apis aso. 0:5 4 ,0'00\6 69 <0 as 





SR BR Seer ee 
Bernz Co., Inc., Otto.......... 
Bethlehem ‘Steel Co............. 


er ey ee eee es 


Birtman Blectric Co............. 74 
Bissell Carpet Sweeper Co....... a 
Sa Se a an a 


Blaisdell Pencil Co.. 
Blackstone Mfg. 





Co 
Bommer Spring Hinge Co....... -—- 
a JE i Se = 
Boston Varnish See Ty ere — 
Boston Woven Hose & Rubber Co. — 
Ce TNE ae rer ere re —_ 
Beason Mrs. Co., I. S...0c05-60 — 
ci it o SR eee 70 
Brammer Washing Mach. Co...., — 
Bridgeport Chain & Mfg. Co..... — 


Bridgeport Hardware Mfg. Co.. 


Bridgeport Screw Co............ 16 
Brinkman Engineering Co....... -- 
Brown & Sharpe Mfg. Co. ...... — 
I ra hig 9s ada o0-5-0% 0 6 _ 
WON: TE OD i.6 :5-05 kbs we — 
Buffalo Wire Works Co., Inc..... — 
Bunker-Clancey Mfg. Co......... -- 


Burley & Winter Pottery Co.”... - 


Burnley Battery & Mfg. Co.. -- 
es ee ee aa ~- 


California Fruit Growers Exchange — 
Campbell Machine Co..........- ~- 
Carborundum Co. .........ee0++ -- 
Ceraiws: Ieee. COs és ccsevsavces -- 


Comin » PEOGNCB. OO, 24... vss ies'es 
Chamberlain Co. 
Cheney & Son, S......... ae 
Chicago Roller Skate Co....... - 





Chicago Spring Hinge Co....... 16 


Clark Bros. Bolt Co............. - 
po eA reer 
ee Seer 
Cleveland Quarries Co........... 


a A ee ee 
Coldwell Lawn Mower Co....... 
Coleman Lamp & Stove Co..... 
Columbian Rope Co............. 


Cleveland Wire Spring Co....... ike 


oe, Se er reer ti 


Congoleum-Nairn, Inc........... - 
Continental Sereen Co........... 


Continental Steel Corp......... — 
Coon Company, Ti: Gi... vic ccc — 
Cooper Thermometer Co......... = 
ee ee a DS Bare rere 18 
Corbin Cabinet Lock Co....... = 
Corbin Screw Corp............. 71 
Corcoram Mim. Co........ ..0.5. _— 
CRORCORE TOG Oi. 65 cee -- 
Cribben & Sexton (Co........... -- 
Crown Cork & Seal Co......... -- 
Cyclone Fenced 60.. 660 ec oie. 4 


ee A eee eee -- 
Damascus Steel Products Co..... — 
Dazey Churn & Mfg. Co....... -— 
ae EE 8 Pe -- 


De Laval Separator Co......... 
eR a Se rer rier 
DOME Dicsscccbbsdeicdiccedes 


Detroit Metal Specialty Co....... 
Devoe & Raynolds Co........... 


8 Pee re eerie ae 


Pllile 


lz 





Dexter Co. ..--cvcccsccsvcens 
Diamond Calk Horseshoe Co..... 
Diets Co., RB. B.  wcccccscccee 


Disston & Sons, Inc., Henry. 


Dixon Crucible Co., Joseph...... 
Domes of Silence, Inc........... 
Drybak COrp. ....--sccccccees 
Duluth Show Case Co......... 
Dux Dishmop Co......-.-..00-- 


Eagle Lock Co........+-seeeeee 
Eastern Nail Co...........00. 
Eastern Tool & Mfg. Co....... 
Eclipse Machine Co............. 
Edison Lamp Works............ 
SE oo ae 
Egry Register Co..........-..+- 
BRB FIR OO, coc cece pc cesses 
Electric Cutlery Co.........-++. 
Electric Soldering Iron Co....... 
Pendiewn:” TAF OO... ce cece. 
Enterprise =, ‘ag be vevedeves ° 
Watwing Mfg. Co0..... 2 ccceccses 
Evansville Tol Works De eck oe Vie 


Eversharp Shear Co........ 


MENS SH. c<ine so pndicics eoe'es 


(*. & N. Lawn Mower Co....... 
Farrand, Inc., Hiram A......... 
Fate-Root-Heath Co. ......0-005 
Faultless Caster Co......e+s0+++ 
Federal Enameling & Stamping 


Co. 
Fischer, b PRS Pe Ce oP 
Flexible Steel Lacing Co. 


Follansbee Bros., Co..........+ 
Worsberg. Mfg: Co.........sceee- 
OY a URS rer 
Meats BENG. Coven cc ccvccccceves 
OCP MUEEE, TOTOM baie o's crreea ees 


Geuder, Paeschke & Frey Co..... 
Gilbert & Bennett Mfg. Co..... 
Globe American Corp........... 
Gold Medal Folding Furniture Co. 
Good Housekeeping.............. - 
Goodell-Pratt Co..0sc.cccccceses 
= OS SE A eae -- 
Goshen Churn & Ladder Co..... 
CG Oey OO. cides Vices oses 
yreenlee Tool Corp............. 
oe A > a a 
H 


Hankscraft Co. .... 
Hanlon & Goodman TOD; 


Hanover Wire Cloth Co....... Hts 


Harder Refrigerator Corp....... 
Harrington-Richardson Arms Co. 
Heiss Hotel System............ a 
ee Oe CO Ws (Ose tesscieas 
Henckels, Inc.,: J. A.cco.s...0. 
Hercules Powder Co...........+. 
Hibbard, Spencer, Bartlett & Co 
0 NE a er ee 


Hoppe, Inc., Frank A 


EN ME, SOUS as she Wines an a. 


ot A Re eee 
Hurley Machine Co... 
Hutchinson Mfg. Co 


I 


Imperial Bit & Snap Co....... 
Independent Lock Co............ 
Indiana Steel & Wire Co....... 
Ingersoll Steel & Disc Co....... ‘ 
— Waterbury Watch (Co., 


titersational Harvester Co. 


CT ER eee Perey ere 
Sewen Mee? Bet OD ...6.00 00% wee. 
ok SG: SS AR arene 
SUM SRO. | Sink Acedia 6 Bid Pie ¥ ble 


Jennings Mfg. Co., Russell...... 
Johnson & Johnson ............ 
Johnson Arms & Cycle Works, 

| BOPP E EE Cc TY CLEP Te PTET ETE 


Kansas City Chamber of Commerce 
Keenex Razor Sharpener Co..... - 
ee Ae Oe A ee 
Kelly Axe & Tool Works of the 

American Fork & Hoe Co..... 
Kenton Hardware Co........... 
TROOOL MONE COceicescrccseccas 
Kewaskum Aluminum Co........ 


Keystone Steel & Wire Co.. 


enn 
Kingston Products Corp......... 
oe EL | Care 
NE MIRE a55's:s 6 ¢'e'5-3 6.0.00 


Landers, Frary & Clark 


Leipzig Trading Fair Cit aaa 
Leyse Aluminum Co 
Libbey-Owens-Ford Glass Co..... 


Lupton’s Sons, David 


LIST 


~ 


McKinney Mfg. Co. 





ITU 


Malleable Iron Fittings 
Mansfield Tire & Rubber 
Marshalltown Trowel Co......... 
Martin-Senour Co. 
Martin Varnish Co. 
Marvel Rack Mfg. Co., 
Maydole Hammer Co., 


ae] 


Itt 


Co. 
Meisselbach Mfg. Co., A. 
Metal Sponge Sales Corp 
-State Steel «. Wire Co 
R. 


Semele Brush its. Co 
Milwaukee Stamping Co 


Morse Twist Drill & Machine 
Murphy Sons Co., 
Murphy Varnish Co 
Myers & Brother Co., F. 











National Automobile Chamber 
National Carbon Co 


Co 
sara Enameling & Stamping 


National Show Card Writer 


Neely Nut’ & Bolt Co 
Nestor Johnson Mfg. Co......... 
New Haven Clock C 
New Jersey Zinc Co............. 
~_ York Knife Co 


York Wire Cloth Co 
Nileo Lamp Works, Inc 
Noma Electric Corp 
North Wayne Tool Co 
Northwestern Barb Wire Co..... 


Norwalk Lock Co. 
Norwich Wire Works............ 


Old Colony Distdibuting a: 
Oliver Iron & Steel Corp 
Ontario Knife Co 
ED ene 





Page Steel & Wire Co 


Patent Novelty Ma hibls'5.5.0 5789.0 > 


Peerless Handcuff Co 


. Co 
Pennsylvania Woven Wire 
Pennsylvania and Atlantic 

board Hardware Association,Inc. 
Pennsylvania Lawn 
Perfection Stove Co., 
Peters Cartridge Co 
Pharis Tire & Rubber Co 


ne., 
Pittsburgh Plate Glass Co 
Pittsburgh Plate Glass Co. 


) 
Pittsburgh Steel Co. 


Plymouth Rubber Co............ - 
Popular Science Monthly - 
K. 


R 
Reed & Prince Mfg. Co 
Remington Arms Co., 
Remington Cash Register Co., 
Reo Motor Car Co. 


Co. 
Rich Pump & Ladder Co 








Richards-Wilecox Mfg. Co.....-. 


Richardson Ball Bearing Skate Co. pe 


Rixson Co., Oscar C.....-.+++> 
Robertson, Arthur R..........-- 
Robinson, Edward E..........-. 
Robinson, M. W.......--++++:: 
Rose, Frank, Mfg. Co........... 
Rose & Bros., W........--eeess 
Rotax Company, Inc...........-- 
Rubberset. Co. ....ceeceeccscee 
Ruby Chemical Co. ....++.-+--- 
Rugg Mfg. Co.....cceccccccens 
Russell, Burdsail & Ward Bolt & 

NGS OO. ccc ccctcwebecceeaces 
Russe & Bewin 2s esscecciess 


Sacks, Ine.,. Louis ..2....0cee 
Sallee Bros... .ccccccocsccccess 
Samson Cordage Works........ 
Sargent & CO..... ccc eeeeeeeeees 
Savage Arms Corp..........--- 
Schalk Chemical Co...........-. 
Schats Mig. Co... .cccccvccescs 
Schrade Cutlery Co..........++- 
Sehwinn, Arnold & Co........- 
Segal Lock & Hardware Co...... 
Seth Sales Corp... csccccssccvees 
Shapleigh Hardware Co,........ 
Shetfield Bronze Powder & Sten- 





eer er te or - 


Shelby Spring Hinge Co......... 
Sherman Mfg. Co., H. B....... 
Showcarder, Inc. ......--+++ee% 
Signal Electric Co. ........+e0. 
Silver ZAG -COe 4 acdc ce cee 
Simmons Hardware Co........... 
Simonds Saw & Steel Co....... 


Simonds Worden-White Co....... -- 


Simonsen Iron Works..........-. 
Skillman Hardware Mfg. 
Slaymaker Lock Co........ 
Smith, Inc., Landon P..... 
Smith, Seymour, & Son, agar a 
Solderall Cotpcns cceece cece wees 
Springfield Arms ............++- 
Standard Dlectrie Stove Co....... 





Standard Gas Equip. (o......... -- 


Standard Took OO... 6.00 ccc ceee 
MCAMISF WOPRS 6 ccce ce ccccecuaes 
Vo ag FSR SAS Ae eee area a 


Stevens Arms ©0,, °J.....cecse. a 
Stewart. Irom Works... .......<. 7 
il a: A ce - 


Superior Electric Products Corp.. 


Hwan. CG6:,° JAMS. 2... .ccesess. - 


Sylvania’ Products Co........... 


T 


Thermwold Products Co....... 

Thompson & Son Co., Henry G... 
Tilley Ladder Co., John S....... 
Toledo Metal Wheel os ee ae 
Toledo Pressed Steel Co......... 
Toledo Wheelbarrow Co......... 
Tremont Nail Co.....cccceceees 


Feit WE COs cccisivec secu - 


Tew” Oe TOGO s ajc 0. o.c ec accice = 
Tubular Rivet & Stud Co..... 3 
Tucker Duck & Rubber Co... oe 
Turner Brass Works....... its 
Turner & Seymour Mfg. Co..... 
U 

Union Fork & Hoe Co......... 
Union Hardware Co............. 
Union Steel Products Co...... re 
jist By wk SRC 
United Screw & Bolt Co........ 
G. BB. Cartridge: Coy 65.0620 0. 
O.- @, Biante: OO... oe een. 


Vv 
Vaughan Novelty Co...........-- 
Vichek Tool Co... ..sccecsecseas - 
Wensaee:. OO. siva casa wisceees rer 
Voss Bros. Mfg. Co....... : 

w 


Wagner Electrie’ Corp........ 
Wal, P., Mfg. & Supply Co... 


Walworth OO, © apetalvisiccsieccecss 7 


Warren Mfg. Co., J. D...... 
Washburn, E. G., & Co....... 
Western Cartridge Co.. onea 
Westinghouse Electric & Mfg. Co. 


Whiting-Adams Co0..........+++- — 


Wickwire Brothers ............ 
Wickwire, Spencer Steel Corp..... 
WR 00 Cie ta ivecacsetewcces 
Williams Radiator Co.. 


Winchester Repeating Arms ( 0. -- 


We Gt HNO COs Pesce caseucsss 


WEG OOUMEEG -OOi6:c5.0 ncedeceziue 7 


Wood Shovel & Tool Co......... 
Wooster Brush Co....... ee 
Worthington Co., George. 
Wright Steel & Wire Co., sas te 
Wrought Washer Co............. 
Y 


Yale & Towne Mfg. Co......... 








THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


® | RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 








BOSTON, MASS. 


























CFT. - a 
ane SymbDoi OF 


quality in cha 


There is an ACCO Chain for every 

industrial, farm and home purpose— 

in bulk or made into specialties. 

Concentrate on this_ profitable 

quality line. Made by the world’s 

largest manufacturer of welded and 
y weldiless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of > Weed Tire 
hai 











. because it’s 2-speed, and 


salle for less than $100.00! 


Thereis no bottom to price competition. Lower prices quickly 
lower profit and reputation . . The Super 2-speed washer puts 

t such ition. Itsextraordinary 
value is so evident at $99.50 that profit sacrifice is never 
necessary. Write us or your jobber for full facts on the 
line that’s “‘beyond competition”’. 


Birtman Electric Company, 4144 Fullerton Ave., Chicago, Ill. 























Better Than Casters 
Slide Softly—Silently—Smoothly 


Seventeen years of constant sliding service 


without a complaint 





10c 


A Set of 
APPLYING 4 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
New York City 





35 Pearl Street 






























TO MEET ANY 
COMPETITION 


Here is a line 
of Garden 
Troywels that 
can’t be. beat 
for _ quality 
and price. 


All newly de- 
signed with 
long strong 
shanks and at- 
tractively fin- 
ished. 


When you see 
them you will 
agree they are 
unusual _ val- 
ues. 






Ask your jobber for 
Akron-Selle Trowels 
by name. 


THE AKRON SELLE COMPANY 


Established 1873—-AKRON, OHIO 
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ND THIS particular 
“hunter”? is all set so that when that 
flock of “Normal Business’’ ducks gets 
within gun-shot you’ll find he’s get- 
ting his share. 


@ First of all he’s got plenty of am- 
munition... A well assorted, adequate 
stock of seasonable merchandise. Then 
out in plain sight where the whole 
“flock’’ can see ’em, he’s got those “de- 
coys”’... big value “Specials”’, that sure 
do attract attention. 


@ And another thought we want to 
get across, Friend Dealer, is this: 

.+. anticipate your requirements of 
spring merchandise as far ahead as 























Coming back... 


possible ... and be sure they are ad- 
equate to take care of what promises 
to be normal spring buying. 


@ That enables the manufacturer and 
the jobber to anticipate their require- 
ments also, making for greater effic- 
iency and economy in distribution. 


@ Naturally, in placing your order 
for these Spring “futures’’ we want 
you to give serious consideration to 
The House of Worthington, because 
we feel that the staple merchandise and 
seasonable specials which we have to 
offer as well as our service and “the 
way we do things’’, will be of genuine 
aid to you in the conduct of your 
business. 


THE GEO. WORTHINGTON CO. o'n'i's 











1931 
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A NEW FLATNESS MAKES ALL THE DIFFERENCE 


OOK through a sheet of ordinary window glass and 
then through Pennvernon -—and you’re struck 


with a difterence. “How much clearer, better glass,” 
you'll say . . . Then look at Pennvernon—along its 
bright, flat surface—and you see the reason. An al- 
most complete freedom from waves, streaks, “reams” 


and surface burns—the same flat, 


—has produced a flatter, brighter, clearer sheet than 
was ever before possible—and it has done this 
without increasing the cost to you. 

This new glass is ready at the Pittsburgh Plate 
Glass Company’s warehouses in all leading cities. 
Samples are yours for the asking. And a really in- 

teresting new booklet describing 


and picturing how Pennvernon is 


shining smoothness on both sides. 
The two pieces of glass may ENNVERNON made will be sent you if you'll 


contain the same material, but the fla £ drawn 


difference in handling—the new 


just ask the Pittsburgh Plate Glass 
Company, Grant Building, Pitts- 


Pennvernon Flat-drawing Process WI NDOW G LA SS burgh, Pa. 
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